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S-DJ08 8 5 

Active Reference 


We're celebrating the launch of the S-DJ08 and S-DJ05 by 
giving you the chance to win Pioneer gear and collectable 
swag every week! It's easy: go to any participating authorized 
Pioneer dealer and check out the new S-DJ08 and S-DJ05 
active reference speakers. While you're there, pick up a pair 

of limited edition 3-D glasses. 


The industry leader in tabletop players and mixers 
is proud to announce the S~DJOS and S-DJ05. Both 
speakers feature professional studio reference monitor 
sound quality, audio parameter controls, built-in linear 
equalization and four switchable inputs. The speakers' 
unique manual controller allows DJs to seamlessly switch 
between studio reference audio and DJ rehearsal playback. 
The controller also engages the equalizer and mute features 
and changes settings such as sound characteristics and 
audio inputs. The S-DJ08 and S-DJ05 are the final 
elements for your DJ production rig. 


V PiQneerDJusa.com/BD 


FOLLOW US ON: 

Li facebook.com/pioneerdjusa 
■ twittercom/pioneerdj 
0 voutube.com/pioneerdjglobal 


Void where prohibited. 

No purchase necessary. 

Vaiid March 1 - May 31, 2011 
or while supplies iast. 

Must be 18 years old to enter. 


















^ 2 XLR me inputs w/ EQ 

^ Large Touch Sensitive Scratch Wheeis (6"] 

^XLR Outputs 

^ Built -in Mouse Pad 

s/ X/Y Real Time Effects Control 

u Real Time Sample Control 

H 4-Channel Mixer 

ir4 USB inputs for 4'Deck compatibility 
n 4 Line Inputs 


DIGITAL WORK STATION 


THE IDEAL 
CONTROLLER 
CHECKLIST 


i/2 Phono Inputs 
if XLR Main Outputs 
^ Booth Output 
m Crossfader Curve Adjust 
a Crossfader Reverse Switch 
H Extremely Loud Headphone 
U Assignable Touch Strips 
U Steel Construction 
^Built-in Sound Card 
B Illuminated Knobs (see in the dark} 

M Capable of Playing Video 
^ Analog Inputs for CD & Vinyl 
^ Affordable - Under SSOO (with Virtual DJ LE] 
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AILABLE NOW! 
$ 499 . 99 * 




Additional Info • Videos • News * Support * VMS4 Forum 

• Midi Drivers From Your Favorite Software 
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The revolutionary new Yamaha DSR-Series takes i -r [)RRVi;2 

portable active loudspeakers to the extreme limits , 

I . I DtiR?i;5 

of their potential. Oesigned through the - I i DSRIISUj 

application o1 advanced Yamaha digital | 

and acoustic technologies perfected over I 
several decades, DSR provides a listen!n.g 

experience that redefines high definition N ' r _ i 

sound reinforcemenl. Don't take our word 

for it.,,visit your favorite Yamaha Live Sound dealer for an extremely impressive demo 




'Wwyyv'.*f - 


All-new 1300W ^LF 850W, HF 450W)* high-power Class-0 amps 
with PFC switching mode power supply, deliver $PL up to 138dB 


''tVr yW-V-vV’ 


High^power DSP and discrete 24-bit AD and DA converters result 
in superior S/N ratio and dynairic range 




Digital FIR-X tuning provides the smoothest possible 
frequency and phase response 


Multi-band dynamic processing maintains consistent 
clarity at both high and low output levels 


Extensive 3-way DSP protection ensures fail-safe 
operation of all vital internal components 


1 



INTEGRAL D[GtTAL TUNING 
INTELLIGENT DYNAMIC CONTROL 
POWERFUL DIGITAL DRIVE 
EXTENSIVE DSP PROTECTION 




^YAMAHA 

Learn more about DSR speakers atwwvu.4wrd.it/dsrmb2 

^&20u Vamaha Corparation af Amariga. All mgtits raseryHad. 











Get Into Gear 

L et's get right down to business: Inside 
this latest installment of The Gear Book: 
Remixed you'll find a lot of practical 
equipment-related how-to's and reviews, 
alongside our usual helpings of business and 
motivational content, as well as DJ industry profiles. 

To start things up, Mike Ficher reminds us that the "human 
factor" wiii aiways be a part of the entertainment equation, no 
matter how much technoiogy comes to the fore. We've book- 
ended Mike's positive perspective with Mark Johnson's more 
somber ciosing reflections on the trend toward jukebox rentais 
for iow-doiiar parties. 

To heip you "get into gear," we have some usefui discus¬ 
sions in store. You’ii iearn howto rip your CD iibrary efficientiy 
and painiessiy, with Jim Weisz. Read the cautionary taie of a 
doctor-turned-patient, as Mike "Dr. Frankenstand" Ryan gets his 
cabies cieaned out and re-piugged. {Wow, that sounds kinda 
painfui.) Let Stu Chishoim be your guide as you visit different 
speaker iocations for a variety of sound appiications. Also, Ben 
Stowe provides a clear explanation of how DMX and help you 
light up your world a little better. 

Always providing a look at the latest and greatest gear out 
there for DJs, we bring you Mark Evans'take on photo booths 
from Fantasy Entertainment. (The photo booth trend doesn't 
show any signs of abating, so there's still time to Jump in and 
make some add-on bucks.) Mobile Beat founder, former editor- 
in-chief and now mobile DJ once again Bob Lindquist puts 
some new Yamaha DSR 115 speakers to the test. 

And don't miss resident gear guru Jake Feldman's observa¬ 
tions of the latest N AMM trade show. Lots of cool new equip¬ 
ment to dream about. 

Under the heading of "people behind the gear," MB 
Publisher Ryan Burger sat down with Allan Reiss, CHAUVET's DJ/ 
Club Division Product Manager, and learned how he brings his 
DJ experience to work with him. Ryan also reports on his visit to 
the South Florida company's new manufacturing facility. 

Our ProDJFile this issue is on Jake Jacobsen of Affair 2 
Remember out of New Jersey. Among other things, Jake talks 
about the importance of training for multi-ops, and the impor¬ 
tance of networking organizations (and trade shows like our 
own MBLV!)forthe mobile DJ industry as a whole. 

And really getting down to business, literally, John 
Stiernberg continues developing his better management theme 
with a discussion of how the delegate; Rob Johnson shares a 
simple equation to help multiply your profits; Jeffrey Gitomer 
finds his own e-commerce to be dysfunctional and asks if yours 
might be too; Jay Levinson lists some ways you can say you 
care—to your clients; and DJ Coach Paul Kida tries to inspire us 
to be inspiring to our own circles of influence. 

Plus, don't miss Jay Maxwell's sweet account of music and 
memories from a father/daughter event. And although I dis¬ 
agree with some of his points (but that's not why it's on page 58, 
really!) Stu Chisholm's opinion piece should make every DJ who 
reads it think more seriously about how they communicate. 

Now go get yourself into gear... 

Dan Walsh, Editor-In-Chief 







2 i 


® ProDJ Publishing 


Dan Walsh 


Jake Feldman 



Kitty Harr 

Adam Rothberg 

!' ■ 

Michael Buonaccorso 




Mike Ficher 
Jay Maxwell 

Mike "Dr. Frankenstand"Ryan 
Paul Kida,The DJ Coach 
Stu Chisholm 
John Stiernberg 
Rob Johnson 
Jim Weisz 


Ben Stowe, CTS 
Bob Lindquist 
Mark Evans 
To make Columneven 
Jay Levinson 
Mark Johnson 
Jeffrey Gitomer 
Thomas Edison 


HOW TO REACH MOBILE BEAT; 

Tel; 515-986-3300 * Fax: 515-986-3344 
E-mail; web master® mobile beat com 
Web; www.mobilebeat.£ 0 -m 

For subscriptions, address changes or bacf: issues go to www.mohilebeat.CQm 
or contact Mobile Beat by mail at: P.O. Box 42365, Urbandale, lA 50323 

Back issues of Mobile Beat (if available) 

$5 [in Canada: $6, US funds) 

Shipping addrese; 

ProDJ Publishing * 807 N, Park * Grimes, lA 50111 

Mobrte Beat (ISSN# 1058-0212) is published by; 

ProDJ Publishing (BC Productions, Inc.) 

P.O. Box 42365, Des Moines, lA 50323 
January, March, May, July, September, 

November, December (7 issues per year). 

Ground shipments to: 807 N. Park " Grimes, lA 50111 
Periodical postage paid at Grimes, lAand additional mailing locations. 

Subscription rates; 

US and possessions: $25 for 1 year, $45 for 2 years and $65 for 3 years 
Canada; $35 for 1 year, $65 for 2 years and $95 for 3 years 
All other countries: $60 par year 
Subscriptions outside the U.S. must be paid in U.S. currency. 

Postmaster - Send address changes to; 

Mobile Beat * P.O. Box 42365 * Urbandale, lA 50323 

Copyright © 2011 by ProDJ Publishing 
All rights reserved. Reproduction of copy, photography, 
or artwork prohibited without permission of the publisher. 

All advertising material subject to publisher’s approval. 


TO ADVERTISE IN PRINT OR ONLINE, OR TO EXHIBIT AT A 
MOBILE BEAT DJ SHOW, CALL MOBILE BEAT SALES AT 

OR EMAIL 
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STAY PLUGGED IN TO THE LATEST DJ NEWS AT WWW.MOBILEBEAT.COM 



I DJ NOW Helps Make 
Heuse a Home 

A s part of Extreme Makeover; Home 
Edition (Season 8, Episode 2), the I DJ 
NOW team stepped up to help Kathleen 
and John Lutz 
and their broth¬ 
ers and sisters 
as part of the 
overall "Extreme 
Makeover" of their 
home in Ne\w 
York, New York. 

After their parents 
passed away, John 
and Kathleen 
were attempting 
to raise their six 
adopted brothers 
and sisters with 
Down Syndrome 
in a tiny home. 

Music was an important eiement in the 
episode, making the stage, located in the 
home's main room, a focal point of the epi¬ 
sode. So, the I DJ NOW ream designed, sup¬ 


plied and installed the LED lighting, other 
lighting effects, trussing, sound system, 
and related items on the stage and in the 
jukebox room. For the installation, the team 
used hardware from American DJ, CHAUVET, 
Elation, Electro-Voice, Global Truss, Mackie, 
RSQ, Ultimate Support and others. 


Go to www.idJnow.com or http;//abc. 
go.com/shows/extreme-makeover-home- 
edition (search for Season 8, Episode 2) for 
more on the episode. 


Get Some New Skills 
at the lightShop 

S ynergetic Consuiting has Just an¬ 
nounced a great educational program 
for DJs who want to learn better lighting 
techniques through a comprehensive 
hands-on experience, instead of learning 
from your own mistakes, learn from theirs! 

At their LightShop workshops, sched¬ 
uled throughout 2011, you can learn more 
about dance floor lighting, conventional 
up-lighting, monogram projections and 
pin spotting. They will also be touching on 
draping and other AA/-type setups. Small 
class sizes will ensure that students will 
leave thoroughly understanding the con¬ 
cepts taught. 

The last day of the class will be spent 
actually watching Synergetic staff in ac¬ 
tion, providing insight on selling the light¬ 
ing and the systems that they have for 
managing it. Go to the site today for more 
information www.scincorporated.com/ 
lightShop. 
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DJU Is Looking for You! 

With lighting manufacturer CHAUVET as its new spon¬ 
sor, Mobile Beat's DJ University (www.mobilebeat.com/ 
dj-university) is undergoing a major overhaul in order to 
provide the DJ community with more and better educa¬ 
tional content.The updated DJU will feature fresh articles 
and better integration with MobileBeat.Com. 

Now YOU can be a part of DJU. If you have some¬ 
thing unique to add and some ability to capture your 
thoughts in words then you are invited to contribute to 
one of the DJU Schools: Business / Club / Ethnic Events / 
Karaoke / Lighting / Performance / School Dance / Music / 
Sound / Wedding / Video 

Submit an article of 300 to 500 words to dJu@mo- 
bilebeat.com for consideration. Articles should not have 
appeared in any other media outlets. When accepted for 
publication, all articles become exclusive content of DJU. 

www.mobilebeat.conn/dj-university 


The Great Escape 

American DJ is encouraging customers to share their 
Desert island fantasies for a chance to win great ADJ gear 
as part of their "Stranded On A Desert Island" contest. 

To enter, DJs should post a video on the con¬ 
test's YouTube channel, (http://www.youtube.com/ 
watch?v=Mh-QK_-nu7g) that answers three questions: 

1. Which one American DJ or American Audio prod¬ 
uct would you want to have with you on the island? 

2. If you could have one person in the world 
with you on the island, who would it be? 

3. What one record or CD would you bring with you (as¬ 
suming you found a music player on the island)? 

Judges for the contest will be seeking out creative, 
high-quality, original video entries without any lewd ma¬ 
terials or imagery. Contest winners will be chosen in vari¬ 
ous categories, such as popular video and Judge's choice, 
but the grand prize will be drawn at random, leaving the 
possibility of having your video chosen for a prize, and 
being drawn randomly and winning multiple prizes. Five 
winners will receive products from American DJ. 

The Grand Prize winner will receive four DJ SPOT 
LED Moving Heads, one UC3 Controller, three 25 foot 
DMX Cables from Accu Cable, plus 200 American DJ 
Advantage points. 

The contest runs through April 30, 2011. For more 
information on the contest, including complete rules 
for entry, please visit http://www.americandJ,com/ 
PressDetail.aspx?ID=360. 
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Imagine a 6 channel professional PA mixer with 
300 watts of power, up to 4 UHF wireless mic 
modules, and a handy digital SD recorder to 
capture live jams or practice sessions, and you 
have the all new PA-PRO 900 from VocoPra. 

Powered by a heavy toroid transformer, the 
PA-PRO 900 produces warm vocals and great 
sounding thumping bass. With the exclusive 
world famous VocoPro Reverb / Echo 
processor, this ts the perfect choice for bands 
and schools that need wireless and recording 
capability in an all-in-one unit. 

Bring the rugged PA-PRO 900 for your next 
performance and spend less time setting up. 


• Professional 6 Channel Mixer with Mic and Line 
Inputs for Both Vocals and Instrumerits 

> Up to 4 UHF Wireless Mic Modules for Channels 
1-4 [optional on PA-PRO 900 basic model] 

• SD Recorder Lets You Record Live Jam Sessions 
for Instant Playback or Transfer to Computer 
[optional on PA-PRO 900 basic model] 

• DSP Reverb, Echo and Hiss Filter Effects with 
On/Off Switch for Professional Sounding Vocals 

• Built-in Compressor for Microphone Channels to 
Keep Dynamic Range in Check 

• Dual Mode Amplifier can be Configured for either 
Stereo L/R or Mono -i- Monitor Output 

• Handy Mute Buttons for Channels 1-4 and 5-B for 
One-touch Muting of Connected Mics/lnstruments 

*UHF Bodypack Headset Mic Sold Separately 

**PA-PRD 900-2 model shown 



visit www.vocopra.com or call 800-078-5348 




The Human Factor 


OW PERFORMANCE GEAR EVOLVES, IT’S THE PERFORMER THAT MATTERS MOST 


BY MIKE FICHER 


P3s, iPods, online music services, robust 
mixing software, message boards, 
texting screens, YouTube video, and the 
relentless advance of digital recording and playback 
technology have converged to level the equipment 
playing field in the mobile entertainment 
profession during the last several years. 

Not too long ago, a fancy laptop or the latest digital player might 
have provided enough of a wow factor to seal the deal with a po¬ 
tential client Now, the development of increasingly compact and 
sophisticated consumer-level products with professional sound 
quality has inspired seismic changes in 


GEAR EQUALITY TESTS 
PERFORMANCE PROFICIENCY 

For clients—who enjoy their own big screen 
televisions, surround sound, multiple speaker 
configurations and almost unlimited access to 
music, video and podcasts, all in the warm co¬ 
coon of their homes—the temptation to extend 
"do-it-yourself'from home remodeling projects 
to event entertainment has increased and con¬ 
tinues to grow. And of course, if an entertainer is 
hired, clients may expect sound and video supe¬ 
rior to what they enjoy in their homes. 

For entertainers, the "bearable lightness" 
of the smaller gear load is a wonderful by-product of technological 
advancement. The shrinking equipment footprint often translates into 
a reduced impact on the pocketbook as well as new levels of portabil¬ 
ity. But, at the same time, the emerging equality of equipment presents 
formidable challenges for differentiation among entertainers. 

And, that is probably the most significant impact of the techno¬ 
logical revolution in the mobile entertainment industry—the more level 
the gear playing field gets, the more the emphasis turns to the human 
factor, that is, what YOU, not your technolo 

ALL THE WORLD’S A STAGE 

With the equipment landscape now digitally ground down to a pla¬ 
teau, rather than a mountain with various levels of access to pro tech¬ 
nology, entertainers 
are finding gear 
becoming a minor or 
non-existent part of 
the equation. When 
all is nearly equal, the 
tech becomes the 
starting point rather 
than a substantial 
mark of distinction. 


The more level the 
gear playing field 
gets, the more the 
emphasis turns to the 
human factor, that is, 
what YOU, not your 
technology can bring 
to the event. 


But mobiles are not alone. Improv players perform and en¬ 
tertain with no props, using their wit, strong teamwork structures, 
unquestioning trust in their fellow players and audience ideas to 
craft memorable scenes and create surreal worlds. 

Stand-up comedians rely on their often finely-honed rou¬ 
tines, their intelligence, their grasp of and spin on current events, 
human nature and pop culture to cultivate engaging and humor¬ 
ous bits for entertainment. 

Dancers employ their practice, their passion and their artistic 
and athletic skill to engage and entertain friends, audiences and, 
occasionally, judges. 

While PowerPoint slides and laser pointers are now de ri- 
gueur, public speakers are still ultimately judged on their ability 
to communicate the goals of the presentation. 

With the evolution of equipment, are 
mobile entertainers now playing in the 
same arena? 


DO THE MEANS MATCH THE ENDS? 





Mobile DJ, dance Instructor, 
eiDcee, voice actor, writer, 
teacher, and improv comedian, 
Mike Ficherowns and operates 
Dance Express, based in Bend, 
Oregon. A three-time presenter 
and host at Mobile Beat 
conventions, Mike has been 
expanding the public's definition 
of mobiie entertainer since 1986. 


Think about how many times someone said 
to you after a gig, "That was the coolest 
sound system ever!" or "What a mad mes¬ 
sage board!"Those few were probably the 
same geeks in high school who populated 
the A/V club or the computer lab. 

Now, think about how many times 
someone said to you after a gig, "Wow, we 
had such a great time!"or "We danced all 
night"or "That was the best party ever!" 

Hopefully your performances have brought 
more of these raves, which show that you have the "right stuff"to 
make memorable events. 

Do guests care that you played the right song at the right 
time on an iPod, CD, mini-disc, cassette, DAT or record? Most care 
more that you simply hit the mark and the sound was clean, clear 
and at a suitable volume. Even the most basic entertainment ac¬ 
tions still require the human touch to be effective. 

THE BOTTOM LINE 

This brief dissertation is by no means intended as a harsh critique 
or an attempt to degrade the value of gear. Rather, the purpose 
is to encourage a more realistic balance between the reliance on 
equipment and the actual goals of the event. Gear, like so many 
aspects of life, is a means to an end, not the end in itself. It's the 
trusted sidekick that helps you achieve success; a memorable, 
engaging, fulfilling time for all, one that meets and exceeds the 
expectations of the planner and the event. 

Invest in quality gear that is light, easily suitable for any lo¬ 
cale and serves all your needs well. More importantly, understand 
that the digital divide in the entertainment industry is increas¬ 
ingly between those with varied, well-rounded and continually 
evolving entertainment skills and thos_e who fail to develop their 
talent. On which side do you stand? j■.v 
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LED Wash Lights 
54x3watfs RGBW: $425 
54x3watts White: $450 
36x3watts RGB: $299 
36x3watts Zoom: $349 
36xlwatt RBG:$199 
18x3watts RGB: $179 


LED Text Writer 
Projects scrolling text 

$249 
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Hyper Panel RGBAW 
Red, Green, Blue, 

Amber & white 


$169 
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LED Moving Heads 
30 or 60 watts 
Rotating Gobos 
& Prism QVQllabie 
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1 meter long 

$169 




LED 4 Roy 
with digital display 

$169 
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Your source for 


Purchase online at 


lamps and fuses 


www.divinelighting.com 


877.406.4557 




Low Prices on Brand Name Products 







hllUPS 


64514 *$1.99 ELC*S3.45 DV5*$3.40 



















Be Your Own Customer 

YOUR MOST VALUABLE LESSONS ARE RIGHT IN FRONT OF YOU 


BY JEFFREY GITOMER - 


H ow good are you, really? 

Be your own customer, and 
find out—really find out. 
Yesterday I got the shock of my 
life; I tried to buy something on my own 
website and couldn't. 

Funny, I buy all kinds of things on 
other people's websites. I'm a one-click 
buyer on Amazon. I'm a Paypal customer. 
And I have my credit card registered and 
saved on every site that will allow it. In 
short, I trust the Internet. 

In short, if I decide that I want to buy 
something online, I want to buy 
it fast. And I don't know about 
you, but I'm not crazy about 
filling out an online order form 
(especially where all the boxes 
say it's "mandatory" to enter my 
information.) 

Many of you subscribe to 
my weekly email magazine and 
have taken advantage of the 
"deal of the week," a special offer 
on a bundle of my books and 
CDs. Last week we decided to 
present something for the first 
time: a $20.00 discount off any 
of my upcoming public seminar 
tickets. Fair enough... 

So I went to my own site 
to test the offer. I put in a request to buy 
five tickets.The website (MY website) 
promised fast and easy purchase. And that 
promise was ANYTHING BUT the truth. It 
was a pain in the butt. I clicked off of my 
own site in frustration and disgust. 

I immediately pulled the offer and 
we went through an e-commerce exercise 
that brought me back to reality. We re¬ 
vamped the purchasing process to where 

Jeffrey Gitomer is the 
author of The Little Red 
Book of Selling. President 
of Charlotte-based 
Buy Gitomer, he gives 
seminars, rt/fjs annual sales 
meetings, a nd conducts 
Internet training programs 
on selling and customer 
service at www.gitomer. 
com. He can be reached at 
704-333-1112 or e-mait to 
s a I esman @gi tom er. com. 


it IS fast and easy. And easy to understand. 
It's now fixed for the short term, and we 
have a long-term plan in motion to make it 
even faster and easier. 

MAJOR CLUE; Had I not tried to buy 
something from my own website, I would 
have never known about the problem. I 
would have danced along actually believ¬ 
ing my own words, never realizing that 
customers were frustrated, and worse, 
not purchasing—clicking off: abandon¬ 
ing the next step in the buying process 
because it was slow, cumbersome, and 
uninformative. 

How's yours? Think your e-commerce 


is great? Ever try to buy something from 
yourself, or are you just taking "IT's" word 
for it. Or worse, believing your own 
instructions? 

REALITY: In these "trying" times, many 
customers {yours and mine) are struggling 
to maintain volume, profit, and productiv¬ 
ity, Somehow the stimulus package and 
bailout have not yet reached them. Me 
either. You? 

Each of us is responsible to stimulate 
and bail out ourselves, in spite of what you 
may be hearing. 

CHALLENGE: 8e your own customer 
at least once a month. 

If and when your customer calls or 
goes online, they expect instant answers, 
instant service, and instant delivery of 
whatever they need—or they will seek a 
competitor. 


And they expect multiple options to 
connect with you, any time of the day or 
night, to get the help they need, or pur¬ 
chase the product they need. 

REALITY: Their need is your oppor¬ 
tunity. Your challenge is not to "satisfy" 
them, but to turn them into happy, LOYAL 
customers who are willing to make repeat 
purchases, tell others, and refer others to 
you. 

Here's what to do to self-insure your 
own success: 1. Call your business five 
minutes before you open, and try to place 
an order, or get service. 2, Call your busi¬ 
ness five minutes after you close, and try 
to place an order, or get ser¬ 
vice. (That should be enough 
to make you angry—but wait 
there's more!) 3. Go online and 
try to buy something. How 
long does it take (how many 
clicks?) compared to Amazon? 
4. Call your business during the 
day and complain to someone. 
Then ask for the person's boss, 
or even your CEO. Make certain 
you have plenty of Pepto- 
Bismol on hand, because I 
promise your stomach will be 
turning upside-down. 4.5 Now 
call yourself and listen to your 
pathetic voicemail that tells me 
everything I DO NOT want to 
hear, and DOES NOT tell me the one thing I 
want to hear: Where the heck are you? 

REALITY: Whatever your experience is 
when you call yourself or buy from your¬ 
self online, that's the same thing your cus¬ 
tomers, your life-blood, and your money¬ 
line is experiencing. OUCH! 

Fix it fast. Your customers need you. ^ 

If you want an idea to eliminate the silly 
computer that answers your phone before 
and after hours telling me "how important 
my call is,"go to www.gitomer.com and en¬ 
ter the words ANSWER LIVE in the GitBit box. 

@2011 All Rights Reserved - Don't even think 
about reproducing this document without 
written permission from Jeffrey H. Gitomer 
and Buy Gitomer, Inc, 704-333-1112. 
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when you cSTIlBfflself or 
buy from yourseTf online, 
that’s the same thing your 
customers— 

—are experiencing. 
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Combtne your favorite multi-track mixing, beat-making, looping, effects, and recording 
applicatrons w?th turntables, CO players, microphones and effects processors, using the 
HP25 Club Mixer and its low-latency, 22-channel, multiclient, USB audio interface. 



MP25 

CLUB MIXER 
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T his year's winter NAMM show was interesting 
indeed. The musical equipment buyers were 
out in full force, the wannabe-rock stars were 
doing theirthing, and all the latestand greatest of our 
industry was on parade for the whole world to see. 

There was one staple of NAMM, however, that didn't make the trip 
this year: Gene Simmons. That's right, the former "god of thunder" 
turned reality TV magnate was apparently forced to sit out the 
musical instrument industry's equivalent of a winter classic. 

While Gene's absence was disturbing, it was definitely over¬ 
shadowed by the abundance of new gear, which is the backbone 
of the music product industry’s biggest North American show. In 
all, NAMM had four exhibit floors, over a hundred thousand at¬ 
tendees, and so much gear that my senses, like always, soon went 
into sensory overload. Here's what I found: 





The first booth that the Mobile Beat crew visited was American 
Audio, who would have been first alphabetically anyway. New 

stuff this year from the LA- 
based audio provider included 
the VMS2 (A slimmed down, 
2-channel VMS4 controller), the 
Encore 1000 and 2000 (think 
turntable with MIDI control), 
and the Versa-Deck, which is a 
full-on MIDI controller that plays 
especially nicely with Virtual 
DJ. Additionally, the company 
also was debuting the VMS4 
TRAKTOR Edition (an alternative 
to the standard Virtual DJ-optimized version). This year, the offer¬ 
ings from American Audio were all about options, options, options. 


Over at the American DJ lighting booth, an impressive display 
was erected, with the booth being outfitted with a support sys¬ 
tem from sister company Global Truss. Notable on the edifice 
were the company's new LED flat-panel screens. (I can dream, 

can't I?) The latest and 
greatest offerings from 
American DJ included 
the DJ Spot LED, the 
Flat ParTRI series, the 
Micro Series, and the 
Jelly Series, which is ex¬ 
panding on the popular 
Jellyfish light. Most inter¬ 
esting from ADJ, though, 
was the revolutionary RC 
(Wireless DMX Control) 
series that included the Mega Bar LED RC, the Pro 38 LED RC, the 
Pro 64b LED RC, and the Mega Bar 50G RGB RC. While saving time 
in set up and the hassle of data cable, this series looked good, 
performed well, and wow'd this observer. 



The Numark booth was overflowing 
with new technology for DJs and any¬ 
one who aspires to be one. Alongside 
the latest in their large software 
controller line, the NS6, one could 
also glimpse the new DJ2GO, which 
Numark claims is the world's smallest 
DJ controller, I don't doubt it. Other 
rollouts included the iM9 mixer, iDJ 
Live system, RED WAVE headphones 
and the M101 and M101 USB mixers. 




New from Gemini at the GCI Technologies booth was a fresh crop of DJ 
technology, including the CTRL-47 professional software controller and 
the FIRSTMIX, an entry-level MIDI controller. They also revealed a new 
family of media players: the CDJ- 
700 (a tabletop unit), CDMP- 
2700 (a rackmount unit) and 
CDMP-7000 (a 2-channel work¬ 
station). It's clear that Gemini is 
aiming to recapture their domi¬ 
nance in the post-only-a-CD- 
player era, with new tech, many 
options, and high quality. 

Hercules debuted their latest DJ software manipulator for control 
freaks: the newest version of their DJ Console line, the DJ Console 
4-Mx. Its large, touch-sensitive jog wheels stand out among a pleth¬ 
ora of control knobs that allow you to command just about every 
aspect of your software. 

The unit's built-in audio 
interface is specifically tai¬ 
lored for easy connection 
with existing analog gear. 

This company, originally 
known for its computer 
gaming emphasis (sound 
and video cards galore) has 
clearly staked its claim in 
the pro DJ marketplace. 

For software mixmasters looking for more mini¬ 
options, Vestax unveiled their diminutive mod¬ 
els, the Pad-One DJ controller and the VFX-1 an 
effects control add-on for the VCI-300 primary 
controller for Serato ITCH. They also continued 
their efforts to bring the turntable along on our 
industry's journey in the virtual realm, with new 
members of the PDX family.The VCI-100MK2 
was debuted, updating one of the original 
laptop-oriented software controllers for the 
new decade. 

Elsewhere on the floor, Sennheiser debuted a line of custom mics 
that allow the user to choose the color of the mic, the color of the 
windscreen, and even have custom text or a logo (company logo 
maybe?) imprinted on the stock of 
the device.The manufacturer was 
also touting a new "concept" wire¬ 
less mic with built-in effects (for 
both voice and instruments). As Mr. 

Spock would say, with raised eye- 
b row," Fa sci n ati n g." 
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Award'Winning K Series Technology 

• 1,000 W (continuous) Class D Power JVIodule. 

• Intrinsic Correction™, DEEP™, 

Guard Rail™ Processing. 

. DMT™ Directivity-Matched Transition provides 
seamless transition between the high and low 
frequency drivers, 

SOLO™ Rigging System 

• Convenient, one-person Jj^ang for mas| 
popular configurations. 

• No tools Of external hardware required for 
array assembly. 

• Just press the button, lift the lever, and 
you're connected] 

Ar-Q™ Frequency Optimization 

• Simply click the rear-panel dial to select 
the number of boxes in your array and 
Ar-Q will tune and configure your system 
for a perfectly-balanced response. No 
external processing is required And with 
a fixed-arcuate design of 18 degrees per 
enclosure, you can create a 90 degree array 
using only five enclosures (most other 
fixed-arcuate designs require six). 



And the price let's just say that you'll soon be flying your KLA rig overhead, 
without going in over your head. 
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www.qscaudio.com 
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No trip to NAMM is com- 
piete without seeing 
Pioneer DJ, who once 
again were rocking the 
show from high above 
the floor in their ultra¬ 
cool gear lounge. One of 
the biggest buzzes of the 
show came from the DDJ 
series, which is right up the mobile DJ alley,There is the DDJ-S1, 
which is optimized for Serato, and the DDJ-T1, ditto forTRAKTOR. 
The S-DJ05 and S-DJ08 speakers also made quite an impact as mon¬ 
itor speakers for the growing number of bedroom DJs and budding 
producers out there. And Pioneer definitely impressed this DJ with 
the CDJ-350 white edition (along with the DJIVl-350 white edition), 
which would add an elegant touch (to the solid technology inside) 
for a wedding reception or any very classy event. 




Also upstairs and nextdoor was Line 6, 
showing off new headsets that augment 
their V-70 and V-30 lines of wireless mics, 
which are becoming very popular with 
mobile DJs. Plus, it is always awesome to 
see what other goodies that the company 
has in their live-sound and instrument- 
oriented world that might cross over for 
mobile DJ application. 


Another big buzz of the show was back downstairs in the Rane 
booth. For years, DJs have waited for them to come out with 

another rack-mounted 
mixer aimed at working 
mobile DJs, and I'm happy 
to report that the time 
has come. The MP25 is a 
4 rack-space, multi-input 
C8-I-), full-service mixer, 
designed with the mobile 
DJ at heart. With built-in 

effects and two separate, full-range, EQ-controllable mix inputs 
(both XLR), the MP25 is definitely "right as Rane." 



Over at the CHAU VET booth, great products were also being 
shown—more than 30 new ones, actually.The Florida-based 
manufacturer was touting its new lines, which include the 4-BAR™ 


Tri, 4-PLAY™ CL, New 



Lasers (Scorpion™ 
RGY,MIN™RGX& 
Star) and the Gobo 
Zoom™ LED. For 
intelligent light¬ 
ing, CHAU VET'S 
new wares include 
the Intimidator™ 
Scans and QBeam™ 
260 LED. Overall, it 
seems CHAUVET is 
serving the mobile 
DJ-oriented lighting market by making things smaller, brighter, 
and easier for working DJs to use to earn a living and have an 
amazing light show at the same time. 







Denon DJ clearly came to I 

NAMM to make a statement. 

With the biggest booth I have 
ever seen them inhabiting at 
the show, they were show¬ 
ing off their new baby, the 
DN-MC-6000, in grand style, 
with some DJs who were lucky 

enough to get into the show |_ 

laying their hands on the 

product for the first time since the launch party in Chicago back in 
December. The product was the first of its kind to be rack-mount- 
able (others have since joined the marketplace), and 
that fact echoes well among DJs who are looking for 
controllers that are actually road-worthy. 


We certainly can't forget about our friends at QSC, 
who were impressing upon retailers their new 
compact line-array system, the KLA. While I have 
been a proponent of mobile line-array systems for 
many years, DJs (and their dealers) are finally start¬ 
ing to take note, and you can be assured that many 
a school dance or sound-reinforcement event will 
soon be rocked by the KLA's impressive power-for 
size ratio. The truly impressive part is the versatility 
of the system, as it can be ground stacked or flown 
for maximum impression. 


Over in the Yamaha pavilion (in a hotel adjoining the conven¬ 
tion center, due to the hugeness of their overall product family) 
we found a typically well-focused product rollout of interest to 
mobile DJs. See page 38 in this issue for a fuli-on review of the 
DSR115 from their new DSR digital powered speaker line. 



In the"truiy unique" category that always 
found the Emulator, at the booth of a 
company called Smithson Martin. This 
Canadian outfit demo'd what they call 
"The world's first and only dedicated 
multi-touch MIDI controller / PC soft¬ 
ware for professional DJ and music." 

The software can work on a variety 
of PC platforms, but it gains quite the 
wow factor when controlled via an 
Emulator-optimized 32-inch (!) or 42- 
inch (!1) multi-touch screen. 


seems to appear at NAMM, we 

\ 


All in all, this year's NAMM event featured a few pleasant sur¬ 
prises and a generally very good vibe. While 
the floor may have been a bit smaller than in 
previous years, the economy is clearly bounc¬ 
ing back, as evidenced by the retailers buzzing 
about in a near-frenzy of buying. Definitely a 
good sign for our industry. This year also pos¬ 
sessed an optimism not seen at NAMM for a 
long time, and it was contagious. And while it's 
true that NAMM poster child Gene Simmons 
was not at the show with his 10 bodyguards, 
the rest of the musical instrument industry 
seemingly was—and it rocked! B 
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Winner oP the 
Cnystol Disc Awcnd 


...and plenby more do come. 



With an award winning design and feature-set, the 
new DN-MC6000 4-channel / 4-deck MIDI controller is 
exactly what you have been waiting for. 



TRAKTOR 

READY 


Packed with an astounding amount of creative and functional features, 
including a stand-alone real-time channel matrix mixer, slim tabletop design, state- 
of-the-art solid steel chassis and a high-quality USB sound card, the Denon DJ 
DN-MC6000 delivers a performance tool that is quickly redefining a category and 
raising the bar for all-in-one controllers. All without sacrificing the legendary Denon 
DJ build quality and reliability. 

If you are a professional, working DJ or simply want to learn, 

the award-winning DN-MC6000 is the only choice. 
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Work Smarter, Not Harder 

YOU'VE HEARD IT BEFORE, BUT HAVE YOU REAEEY 

APPEIED ITTO YOURBUSINE5S? 


t often 

amazes me 
when I see 
people appear 

to work a lot 
harder than they 
need to. This article 
has nothing to do with 
what you charge. I truly don't 
care. What it does have to do with 
is working smarter and more 
efficient to obtain your goals. 

I travel a lot promoting DigiGames. 

I see a lot of different things. As I write 
this article I am sitting in another airport 
coming home from Las Vegas where I at¬ 
tended a convention from January 6th 
through 9th. (No, it wasn't CES. It was the 
other one.) They brought me in to speak 
on "adult" trivia. Apparently it is a HUGE 
market. Who knew? I observed a lot while 
there. Most of it I couldn't begin to print 
in this fine, upstanding magazine.The rel¬ 
evant thing I can tell you is that we are not 
the only industry where people seem to 
work hard to race to ZERO. 

The convention staff worked very 
hard to accomplish nothing. Same with 
the union workers who staffed the con¬ 
vention center. All the food service people 
I came across seemed to NOT work very 
hard, and they still managed to accom- 

Rob Johnson has hosted 
trivia parties and game 
for more than 
a decade. He is the 
spokesperson for DigiGames 
and uses their equipment 
exclusively. He has 
performed throughout the 
On/fed Sfafes, Europe and 
the Caribbean. He has also 
presen fed his "'Midweek Money" seminar at multiple 
con ferences and conventions, including Mobile Beat 
and ADJA events. If you would it ke Rob to speak at 
your event or demonstrate DigiGames gear, contact 
him at 70 H710-1657 robi§>digigames.com. 


plish very little. 

Somebody 
recently posed the 
question to me: "You 
must not be married, 
are you?"I can only 
assume it was either 
. due to the amount I 
seem to travel, (or the fact 
that I was attending the Adult 
Entertainment Expo). Either way it 
struck me as odd. I have been happily mar¬ 
ried for 15 years and have three beautiful 
boys. What does that have to do with any¬ 
thing? Those of us that are self employed 
(again, I don't care if you're full-time or 
part-time) know that it is OUR responsibil¬ 
ity to balance our time. Family comes first. 
That being said, isn't taking care of your 
business the same as taking care of your 
family? The income 
I receive from being 
self-employed allows 
me to take care of my 
family. 

Most of my 
friends work a "real" 
job and think I have 
it made. I get to golf. 

I get to spend a LOT 
of time with my fam¬ 
ily. My wife probably 
thinks it is too much... 
but that might be 
another column. I get 
to sleep in. I get to 
do what I want. I get 
to not do anything 
if I want. (But that 
wouldn't pay the bills, would it). So what 
do I do? I CHOOSE to put myself in the po¬ 
sition to do something i love, entertaining 
people, while making as much money as I 
can in the shortest amount of time. I like to 
be efficient. If I have to travel for 5 days to 
make what some of my friends make in a 
month, I am fine with that. If I have to work 
some late nights so I can be home during 
the day with my wife and kids if I want, I 
am fine with that. I set my own goals. 


BY ROB JOHNSON • 


What do I need to bring in for an 
income, to lead the lifestyle that I want 
for my family? Answer that and the rest is 
simple. Get out there and book enough 
events to make that happen. Simple math: 
If your goal is $100,000 per year and you 
charge $500 per event, you will have to do 
200 events per year, or about 4 per week. 
You will also have to work harder DURING 
office hours to obtain all those bookings, 
if you charge $1000.00 per event you will 
only have to book 100 events to achieve 
the same goal.The question is, will you 
have to work harder or smarter to book 
those events? You will likely find that you 
have to work smarter to market yourself 
and find clients willing to pay your price. 
Booking the shows at a lower rate might 
be easier, but then you will have to work 
harder by performing more shows. It really 

just comes down to 
what you want. There 
are a ton of Midweek 
Money shows out 
there. You just have 
to find them. 

Adding all the 
Midweek Money 
events has made a 
great difference to 
me. The Hypno Man 
shows I do increase 
the per show rate by 
a lot.The DigiGames 
Gameshow 
Extravaganza events 
also make a big dif¬ 
ference. It is amazing 
what people will 
pay for "alternate"types of entertainment, 
rather than low-balling "just a DJ". Give 
them what they want. Offer more. Show 
the customer that you are worth more and 
they will pay it. I also fill in the gaps with 
shows during the day. My favorite was 
$450.00 for 30 minutes over a company's 
lunch hour. I know that $450 is not a lot of 
money, but I like to think of it as making 
$900 per hour.That doesn't seem too bad. 
Does it? B 




Simple math: If your 
goal is $100,000 per 
year and you charge 
$500 per event, you 
will have to do 200 
events per year...If 
you charge $1,000 
per event, you will 
only have to book 100 
events to achieve the 
same goal. 
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DigiGames TOP Seller 
TM-140 - Audience Re^^nse Keypads 


ntion Mobile Entertainers 

"How would you like to increase your monthly sales 

by $1,000 or more?" 



Ifs easy with a new DigiGames wireless live game show system 


Children, teens, and adults all love playing trivia games. It's fun, 
entertaining, and a great way to get everyone involved. 

From trivia board games to trivia-baaed TV shows iike Jeopardy, 
Wheel of Fortune, and Are You Smarter Than a Fifth Grader, people 
cannot get enough of trivia games. Mow you can malte money by 
offering T V-style trivia games at your events. 

Our gear is very affordable with a complete system starting at only 
$300 for a quick return on your investment. Our high-end gaming 
consoles quali^ for easy financing terms so you can pay affordable 
installments while you are earning income performing trivia parties. 



Our wireless models allow everyone in your audience to participate in a 
TV-style game show format. Our lock out systems identify who rang in first 
and are much more attractive to booking clients than the old-fashioned pen 
and paper method DigiGames models can be ordered as 'stand-alone' with 
host remote or as computer controlled to interface with our growing catalog 
ofTV-Style software pmes. 


Start making more money at your events with a DigiGames TV style trivia game system. 

Call Center: 1-888-874-M27 
Sales: 1^701-7104657. 






1 - 888 - 874-8427 


WWW, 



.com 

























How Can I Get Everything Done? 

WHAT TO DELEGATE AND WHY 


BY JOHN STIERNBERG • 


L ast time we talked about carving out 
time to do strategic planning. You may 
think, "I barely have time to get to the 
gig, let alone run my business" Time is your 
most precious commodity. In business, time can 
often seem "priceless," meaning that it is tough 
to put a value on it. The answer to many mobile 
entertainers' time crunch problem is delegation. 

How do I decide what to delegate and what to do myself? How 
can I justify paying other people for stuff that I 
do routinely? Can I afford to hire help?This article 
addresses these issues and recommends three 
action tips for success. 

DELEGATION DEFINED 

The ability to delegate is a business skill and a 
critical success factor for any business that wants 
to grow. Many business owners and managers 
think the word delegation means "telling other 
people to do my work for me."Wrong! 

Delegation is an executive skill. It is the 
transfer of authority to do something, not just 
bossing someone around. When you ask your 
accountant to prepare an income statement or 
tax return, you are transferring the authority to 
complete the paperwork, subject to your final 
approval. Of course you pay the accountant's fee, 
and rely on his or her expertise in terms of ac¬ 
curacy, legality, timeliness, and cost effectiveness 
for you. In addition to finance, other delegation 
opportunities include: 


WHY DON’T YOU DELEGATE MORE? 

Many mobile entertainers wait to delegate until they make too 
many mistakes and get burnt out on doing tasks that they don't 
like. It's easy to procrastinate or rationalize why not to delegate. 
Here are the top three myths or excuses: 

Myth #1:1 can't afford to pay anyone other than myself. I'm 
still building the business. Maybe when we make more money I'll 
be able to hire help. 

Reality #1:This may be true for start-up one-person busi¬ 
nesses, but only to a point. Your time as a mobile entertainer 



• Sound, lights, and technical production (tech crew) 

- Sales (agent) 

• Marketing and promotion (publicist, webmaster, street 
team) 

• Vehicle maintenance (service technician) 

• Computer system upgrades and maintenance (computer 
tech, "Geek Squad") 

- Order lunch, pick up dry cleaning, moral support (per¬ 
sonal assistant) 



John Stiernberg is founder of Stiernberg Consulting (www. 
stiernberg.com}. His book Succeeding In Music: Business 
Chops for Performers and Songwriters is published by Hal 
Leonard Books. Contact John via e-mail at john@stiernberg. 
com. You can find John on LInkedin, Plaxo, and Facebook and 
follow him on Twitter. 


should be spent on booking, promoting, and performing, not on 
logistics, clerical work, and administrative tasks. 

Myth #2: I'm the only one that can do the work. No one 
else shares my level of passion, ability, and commitment for my 
business. 

Reality #2: Hmmm...Sorry to hear that you are the only one 
that believes in you and shares your vision.That's a very limited 
view of your own potential. And I have yet to meet an entertainer 
of any kind that was equally good at performing, van repair, and 
balancing a checkbook (for example). There are always tasks that 
other people can do better than you can. And there are always 
people who are willing to work as team members to achieve a 
larger goal, like business success. 

Myth #3:1 need to keep my fingers on the pulse of my busi¬ 
ness. Doing everything myself keeps me in control. 

Reality #3:There are ways to stay involved without having to 
do it all alone. Whether you are the sole proprietor who is a per- 
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former or a manager in a multi-rig 
firm, there is too much for one per¬ 
son to do in a growing business. The 
role of an owner/manager includes 
planning, organizing, motivating, 
and controlling (the Four Functions 
of Management). Management does 
not include doing other people's jobs for them. As the business 
gets bigger and more complex, management itself becomes a 
full-time Job. 

HOW TO DECIDE WHAT TO DELEGATE 

For any mobile entertainment business, there are some jobs that 
can't be delegated, especially the critically important stuff like 
music programming and performing. Almost everything else can 
be delegated to your team. Here are three suggestions for decid¬ 
ing what to delegate. 

Action Tip 1. MAKE A LIST of all the tasks associated with run¬ 
ning your business. These will end up fitting into categories such 
as 1) sales, 2) marketing, 3) finance, 4) operations, 5) technical 
services and production, and 6) performing. 

Action Tip 2. DECIDE WHICH CATEGORY IS THE BEST FIT with 
your personal expertise. Rule of thumb: The activities that you are 
the best at add to your energy, rather than deplete it. You can't 
wait to get up in the morning to do them. These are the activities 


to hold onto. Delegate the rest. 
Action Tip 3: WRITE DOWN A 
DELEGATION PLAN. Make a list of 
the tasks that are the natural ones 
to delegate first. An Excel spread¬ 
sheet is a handy tool for such a 
list. Create columns for 1) What 
(each itemized task), 2) Who (candidates for doing the work), 3) 
How Much (estimated costs), 4) When (deadline to delegate), and 
Notes (any additional details that you want to capture for plan¬ 
ning purposes). 

HERE’S THE POINT... 

Entrepreneurs—especially those in creative fields like mobile 
entertainment—need to fine-tune their delegation skills. It's too 
easy to fall Into the "do it aH"trap, squandering yourtime and 
expertise. 

Systematic implementation of the Action Tips Is important: 

1) list the tasks, 2) organize tasks by category and decide which 
ones to keep, and 3) draft a delegation plan with costs and time 
frames. 

Next issue, we'll talk in detail about this month's Action Tip 
#2: deciding which roles and functions in your business are best 
for you and which ones to delegate or hire out. In the meantime, 
best wishes for success in mobile entertainment in 20111 fl 
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The Father / Daught^ Banquet 


MUSIC HELPS MAKE DAUGHTERS PRINCESSES AND FA 





RS KINGS FOR AN EVENING 


BY JAY MAXWELL 


T he note read, "I love you 
Daddy and I always will 
be your little princess." It 
was Valentine's weekend, and 
Rebecca, my fourteen-year-old 
daughter, and I were at the Father/ 
Daughter banquet at our church. 

The ticket for the event had a photo of a 
barefoot girl standing on her tiptoes atop 
her father's shoes. The photo, showing 
only their feet, had the caption, "come cre¬ 
ate a memory."There was no doubt in my 
mind that many memories would be made 
tonight not only for my daughter and me, 
but also for all the fathers and daughters 
who were gathered in the social hall that 
evening.The room was decorated in only 
three colors—red, pink, and white—the 
colors of Valentine's Day. The dress for 
the occasion was semi-formal with jacket 
preferred for the dads. All daughters from 
two-years-old to twelfth grade were in¬ 
vited. My daughter thought that most girls 
there would be preschoolers or elemen¬ 
tary age. She was relieved when she saw 
many girls her age and older arriving to 
enjoy the banquet. 

After getting their picture taken, 
fathers and daughters were given a sheet 
of paper, with one pink and one purple 
rectangular space, to write a note to 
each other with the crayons on the table. 
Rebecca wrote her note first, and as I read 
the precious phrase,"! always will be your 
little princess,"! could barely hold back my 
tears of joy as I thought back to the time 
in her life when her world revolved around 
princesses. Though she was now in her 
teen years, that note held her precious 
promise to me. I felt like a king. 

Mobile Beat’s resident musicologist since 1992 
(issue ill). Jay Maxwell runs the multi-talent 
entertainment company. Jay Maxwell's Music by 
Request, LLC, in Charleston, South Carolina. He is 
also a professor of Business at Charleston Southern 
University. His passion for detail and continuous 
research of clients' requests can be found not only 
in this column, but also in his annually updated 
music guide. Play Something We Can Dance To. 



Several weeks before the banquet, 
the committee that was in charge of 
this banquet asked me to DJ the event. 
Naturally I was delighted to volunteer my 
talent to this function, but at the same 
time wanted to spend the evening with 
Rebecca. The lady in charge assured me 
that this would be a simple event and 
said that my primary job was to provide 
background music during the arrival of 
guests and during dinner with a few spe¬ 
cial songs played after the special reading 
that the pastor would do later in the pro¬ 
gram. This seemed 
easy enough and 
a fair compromise 
with "working"the 
event and spending 
quality time with 
my daughter. Earlier 
in the week I set 
out to compile a list 
of songs that had 
a father-daughter 
message. Then I laid 
those tracks down in the order they were 
to be played during the event. Knowing 
that the entire evening would only last 


about two hours, it was easy to create a 
list of songs that were meaningful for the 
occasion. 

SUITABLE SONGS 

Many of the songs on the list were songs 
that had been requested at countless 
wedding for the bride to dance with her 
father. However, I left out some songs on 
the Bride-Father list because they were 
too specific in their reference to the wed¬ 
ding day itself. For example, "Butterfly 
Kisses," by Bob Carlisle, has become a time- 
honored father-daughter dance for a wed¬ 
ding since it chronicles the bride's days 
with her father. The pinnacle of the song 
is when the girl is about to "change her 
name today"as her daddy walks her down 
the aisle. It's a great song, but not for this 
audience, for whom wedding day is many 
years down the road. 

The songs that made the list are a 
mixture of Top 40, country, and Christian 
tunes.Topping the list is a heartfelt tune 
by one of the most well-known Christian 
artists around today, Steven Curtis 
Chapman's"Cinderella."Though similar in 
many ways to "Butterfly Kisses," it focuses 
less on the wedding aspect and more on 
the imagery of dancing with a little prin¬ 
cess. It was played during the dinner hour 
and was also one of the slow songs played 
for the short dance portion of the evening. 
"Daddy's Little Girl" is over half a century 
old, but the lyrics are timeless no matter 
who sings it.Though Al Martino and the 
Mills Brothers both had big hits with the 

song, newer ver¬ 
sions by Michael 
Buble or Michael 
Bolton make it 
sound less dated. 
The real treasure for 
me was discovering 
the song, "King of 
the World" by Point 
of Grace, which was 
truly perfect for the 
evening. The verses 
of this one look at the father-daughter re¬ 
lationship from what seams like a mother's 
perspective, while the chorus is the little 


Many of the songs had 
been requested at count- 
less weddings...however, 
I left out some songs be¬ 
cause they were too spe¬ 
cific in their reference to 
the wedding day itself. 
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SpeoCcd/Song^ 

fbr Vaughtery £r 


girl talking about her daddy. (More on this 
special song below.) Whether or not you 
are a fan of contemporary Christian music, 
you are probably familiar with this group, 
since they've been selling millions of al¬ 
bums for nearly twenty years. But perhaps, 
like me, you hadn’t heard about this song. 


MAKING PRECIOUS MEMORIES 


After the dinner, the pastor invited every 
girl to come down and sit while he read 
a story. It was amazing to see over a 
hundred girls sitting on the floor while he 
read from a "picture 

th0 Worlc^* It 

II t Pi Gl 1 hi 

their daughters to dance at least 
one dance for the evening. After pressing 
the play button to start the Point of Grace 
song, I then took my daughter by the hand 
to lead her to the dance floor. We listened 
and swayed to the lyrics that say if the girl 
is the princess, then daddy is the king of 
the world. Those moments on the dance 

_ floor with my daugh- 

B as I listened to 

)se words, will be 
iasured forever. 

Glancing 
round, I noticed 
that not a single 
father was sit¬ 
ting down. Every 
dad there was 
, dancing with 
t his daughter, 
t Some men 
1) were blessed 
to be dancing 

^ with more than 

one daughter, some were hold¬ 
ing their daughter in their arms, while a 
few had their daughter standing on their 
shoes just like the picture on our ticket. As 
the song ended, I kissed my daughter on 
the forehead and told her what I tell her 
each night: "I love you." 

The whole point of the evening was to 


create memories, not to dance. However, 
the plan was to have two more dances 
after the Point of Grace song. The two 
choices were polar opposites of each other 
"Cinderella"followed the special song 
and almost every father and daughter 
remained on the dance floor. I too took 
another spin on the social hall's makeshift 
dance floor with Rebecca. Then we closed 
it out with a fun (perhaps cheesy) rendi¬ 
tion of'The Hokey Pokey." For nearly thirty 


years as a mobile DJ almost every event 
has been focused on keeping people en¬ 
ergized, moving, and spinning the entire 
time. So it was a pleasant change of pace 
to simply create memories by playing the 
songs mentioned here during dinner, and 
a select few for a dance or two afterwards. 
My dream is that this event will not be the 
last time that my daughter asks me to "play 
something we can dance to. Daddy," B 


r' 

RANK 

SONG TITLE 

ARTIST 

1 

CINDERELLA 

STEVEN CURTIS CHAPMAN 

2 

DADDY'S LITTLE GIRL 

MICHAEL BUBLE 

3 

KING OF THE WORLD 

POINT OF GRACE 

4 

MY LITTLE GIRL 

TIM MCGRAW 

5 

MY GIRL 

TEMPTATIONS 

6 

FATHER AND DAUGHTER 

PAUL SIMON 

7 

UNFORGETTABLE 

NAT KING COLE AND NATALIE COLE 

8 

SOMEWHERE IN THE WORLD 

WAYNE WATSON 

9 

MY WISH 

RASCAL FLATTS 

10 

BABY GIRL 

WILL HOGE 

11 

YOU ARE SO BEAUTIFUL 

JOE COCKER 

12 

THANK HEAVEN FOR LITTLE GIRLS 

MAURICE CHEVALIER 

13 

LITTLE MISS MAGIC 

JIMMY BUFFETT 

14 

WIND BENEATH MY WINGS 

BETTE MIDLER 

15 

OVER THE RAINBOW/WHAT A 

WONDERFUL WORLD 

ISRAEL KAMAKAWIWO 

16 

BEAUTIFUL IN MY EYES 

JOSHUA KADISON 

17 

1 LEARNED FROM YOU 

Ml LEY AND BILLY RAY CYRUS 

18 

ALWAYS BE YOUR BABY 

NATALIE GRANT 

19 

YOU RAISE ME UP 

JOSH GROBAN 

20 

LOVE NEVER FAILS 

BRANDON HEATH 

21 

HAVE 1 TOLD YOU LATELY 

VAN MORRISON 

22 

FATHER’S EYES 

AMY GRANT 

23 

FOREVER YOUNG (SLOW VERSION) 

1 ROD STEWART 

24 

IN MY DAUGHTER'S EYES 

MARTINA MCBRIDE 

25 

DADDY'S HANDS 

HOLLY DUNN 

26 

MY SPECIAL ANGEL 

BOBBY HELMS 

27 

1 HOPE YOU DANCE 

LEE ANN WOMACK 

28 

THANK GOD FOR KIDS 

OAK RIDGE BOYS 

29 

YOU’VE GOT A FRIEND 

JAMES TAYLOR 

30 

SOMEDAY MY PRINCE WILL COME 

OSCAR PETERSON 
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Synergetic Consulting presents LightShop 2011. 

Get 3 days of hands on lighting training for DJs 
from industry professionals. Learn the technical 
ins and outs of lighting setup, how to market your 
lighting packages, and more. 

For details, schedule, and registration; 
http://scincorporated.corr)/lightshop 
215.696.7573 



Location, Location, Location 


AVOID BAD SOUND BY PAYING ATTENTION TO THE BASICS 



F or experienced mobile DJs, setting up 
at an event is routine. We're backed by a 
wall, our speakers within the three feet (if 
not right up against it), pointing straight ahead. 

Our most common problem, echo, can usually be fixed as easily 
as angling each speaker inward, toward an imaginary point at or 
near the back wall. But what about those venues where the setup 
is anything but routine? Playing a new hall or finding that an old 
familiar one has undergone a complete remodel can toss a big 
monkey wrench into your routine, resulting in very bad sound if 
we don't pay attention. 

STAGE FRIGHT! 

The first encounter with an unfamiliar stage can present many 
problems, especially for subwoofers. If a stage is hollow, it can 
actually work as a resonating cavity. This can be either a good 
or bad thing; it can help your subs by increasing the perceived 
volume of bass, or it can make them sound sloppy and "boomy." 

It all depends on how the stage is constructed. Solid or sectioned 
stages can have the opposite effect, actually sucking your bass 
into a sonic black hole where cranking up the volume doesn't 
help. In all but the first case, placing the subwoofer off the stage 
can work wonders. Experiment with placement, because the 
sound can change if the subs come in contact with the stage or 
are too close to it because of the way they radiate sound. (More 
on this in a moment.) 

For those DJs who use two subs, we might have to resist the 
impulse to place them on either side of our console because it 
looks good and "balanced" if more bass is needed. Instead, a good 
trick is to place them together, either stacked or physically touch¬ 
ing side-by-side.This will give you a 3dB gain free of charge! 

5(:t; Chisholm, a mobile DJin the Detroit area since 
1979, has also been a nightclub DJ, done some radio, 
some commercial voice-over work Qr)d has even worked 
a roller skating rink! 5tu attended the famous Specs 
Howard School of Broadcasting and has been a music 
collector since the age of seven. Stu's guide to the 
profession. The Complete DJ, was recently released by 
ProDJ Publishing. 


“WAVE” GOODBYE TO CANCELLATION 

Both subwoofers and main loudspeakers radiate long wave¬ 
lengths at low frequencies. Being waves, they're subject to can¬ 
cellation effects and/or standing waves (a.k.a. resonances). The 
way speakers throw sound is called "dispersion," which at bass 
frequencies radiates outward from the speaker in an imaginary 
sphere. By placing the speaker against the wall, it effectively 
doubles the SPL because the sphere, or radiation space is cut in 
half. Placed in a corner cuts the sphere in half again, which also 
doubles the perceived volume. 

At high frequencies, sound dispersion doesn't go in all direc¬ 
tions, so the sphere is not halved and highs and mids sound the 
same.This can give speakers an unnaturally boomy sound. 

If you've ever placed your main speakers against a wall and, 
no matter how high you turned them up, they sounded quieter 
than usual or seemed to be missing frequencies, then you have 
discovered the phenomenon called "antiphase." Sound waves 
cross, like ripples in a pond, canceling each other out. How much 
your sound disappears depends on how well the wall behind 
them reflects sound and how far apart your speakers are. It also 
may make only certain frequencies disappear, making music 
sound muffled, muddy or otherwise bad. Back at the low end, a 
standing bass wave is created by sound waves canceling each 
other out except for a single area, ft can be quite unpleasant for 
guests to walk into one! 

The quick and easy fix is to move the speaker back as close 
to the wall as possible, preferably by less than a foot. You can also 
experiment with side-to-side placement of high-end cabinets to 
eliminate cross-talk cancellation. 

THEATER IN THE ROUND? 

On rare occasions our set-up might have to be in the center of a 
large room with all walls very far away from our speakers. This, 
too, is both a blessing and a curse. Cancellation and coloration 
(lost or boosted frequencies) are less of a problem, but power 
may be an issue, since the usual gain your speakers get by be¬ 
ing near walls is completely lost. You will essentially be operat¬ 
ing as if you're at an outdoor venue, because your speakers will 
have to work harder to get the same SPLs as being up against a 
wall. MUCH harder! My usual strategy is to acoustically couple 
the bass bins and augment the main speakers with an extra set. 
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{More if the room is espe¬ 
cially large.) Spreading the 
sound rather than trying to 
use larger, louder speakers 
is easier on the ears in an 
indoor venue. 

SPECTRAL SWEEP 

Every room is going to have 
its own set of acoustic properties. Once you've found a speaker 
placement that sounds optimal, you can achieve the ultimate 
sound your system is capable of by using a spectrum analyzer. 
These devices have a sound output that plugs into your mixer 
and generate pink (or white) noise. This noise is a bit like what 
you hear when your radio is in-between stations or your televi¬ 
sion signal is lost; a signal containing all sound frequencies even¬ 
ly. A display on the unit shows the strength of each frequency 
as delivered by your speakers. Before adjusting any settings, any 
signal processors, such as BBE or Aphex units must be bypassed. 
Be sure that any EQ ortone controls on the mixer are all setto 
0 or bypassed entirely, if possible. Next, you'll need an external 
equalizer. The analyzer will have a microphone, which must be 
placed at the main focal point of your speakers, such as the dance 
floor, at about ear level. (Better units have a tripod for this.) Then 
turn on the noise generator and SLOWLY bring up the volume. Be 
careful not to bring It up too loud! Pink noise is notoriously hard 


on tweeters. It WILL take 
them out! 

Note the peaks and 
valleys of the various fre¬ 
quencies on the display 
and adjust your equalizer 
until each one is at 0 (flat), 
(NOTE: It is best to do each 
side individually.) This is 
your baseline reference for the room. You can then go ahead and 
turn off the analyzer, turn on your other processors, start a well 
known piece of music and tweak your EQ to suit your ear. (The EQ 
on your mixer can be used to adjust various tracks during your 
performance.) If you're using something like a DBX Drive rack, you 
can store the profile of the hall for future visits so that you don't 
have to do this for every visit. The DBX and some DJ software will 
let you store a profile for every hall you play! 

REMEMBERING THE BASICS 

With all of the event planning and other value-added tasks we 
have taken on in recent years, it's easy to forget that good sound 
is still a DJ's main stock in trade. No matter how great your per¬ 
formance, bad sound will make the wrong impression on your 
clients and their guests. But taking your sound from "adequate" to 
"outstanding" is easy if you pay attention to the basics. 

Until next time, safe spinnin'. H 


Playing a new 



or finding that 


an old familiar one has undergone 
a complete remodel can toss a big 
monkey wrench into your routine. 
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From the Drawing Board to the Dance Floor 

CHAUVErSALLAN REISS BRINGS REAL-WORLD EXPERIENCETO LIGHTING PRODUCT DEVELOPMENT 


A llan Reiss is Club / DJ Product Manager for 
major lighting manufacturer CHAUVET (www. 
chauvetlighting.com),and also runsadiscjockey 
service called Original FX (www.originalfxinc.com). 


As an end-user himself before starting with CHAUVET, he brings a 
DJ's point of view to every product the company develops for one 
of its essential market segments. MB Publisher Ryan Burger spoke 
with Allan about his DJ own company and how CHAUVET is serv¬ 
ing DJs with the latest lighting gear. 


we're also sound-intensive as well. We have two systems that 
go out, both of which are digitally based. One of those sys¬ 
tems is a Numark mixed deck and the other one is a Serato 
Scratch. And the sound systems that we use are powered E-V 
speakers, the SxA250. For the low end, for the smaller jobs 
we have a active B-52 18" subwoofers. And for the larger jobs 
we have dualJBL SRX-728S dual 18"subs. 

R B: So you're still doing a good number of gigs every year. 
I'm guessing you still get that thrill out of the crowd reaction 
that DJs thrive on. 


Ryan Burger: We're here with Allan Reiss, who is the Club 
/ DJ product manager for CHAUVET, and also a mobile disc 
jockey.Tell us how you got your mobile service going and 
eventually connected up with the folks at CHAUVET. 

Allan Reiss: Sure. Well, I started about 10 years ago at my 
neighbor's pool. They basically just needed somebody to 
play music. So I grabbed a local boom box and just kept 
changing CDs out one by one, quickly. And 10 years later, 
here I am. I now do mobile entertainment production for 
anybody that needs it; mostly weddings, bar mitzvahs, that 
sort of thing; high school homecom¬ 
ings and proms. 

And we do lighting. We do mobile 
DJ services, full entertainment pack¬ 
ages. And on top of that, I manage 
the club DJ product line over at 
CHAUVET. I'm in charge of develop¬ 
ing, designing all of the Club and DJ 
products that CHAUVET releases. 

R B: Fantastic. Hitting more on the 
mobile side of things to start with, 
how many events do you do a year? 

What kind of events do you do? 

A R: Okay. In the beginning when we 
started, I was doing a minimum of 
one per week; maximum of four per 
weekend...When I took the job over at 
CHAUVET about four or five years ago, 
obviously those parties have died 
down a little bit. But when we first 
started, man, we were busy. We were 
booked. Now, it's probably down to maybe six gigs a year. 



A R: That is my life. I am never going to quit that. I wish I was 
doing more gigs. But with all the traveling for CHAUVET and 
back and forth to China, Germany, it's very hard to help pro¬ 
mote my personal business on the side. I'm trying to keep it 
separate from the CHAUVET life. 

R B: Yeah, I got you. How did you hook up with CHAUVET? 

A R: It's actually kind of interesting. I just happened to be 
surfing the Web and I came across the CHAUVET website. 
And they were accepting applications for a bunch of dif¬ 
ferent positions. And I just said, you 
know what? Let's do it. I've got noth¬ 
ing to lose. I had no intention of any¬ 
thing ever happening...The day after 
that, I got a phone call. And I came in 
for the interview. Actually, four inter¬ 
views, I had a job in the Southwest 
sales territory management position. 

R B: And then you moved up to being 
in charge of the whole division that 
most DJs are obviously connected 
with? 

A R: Yeah. Sales wasn't really my 
thing, and a position opened up in 
product development. And I basically 
raised my hand and said, pick me, 
pick me. And I had another interview. 

I was part of the product develop¬ 
ment team after that interview; I 
passed. I've been there ever since. 

And now I'm the product manager for 
the Club DJ line. So I Just moved up the chain. 


R B: Okay. But you still keep that connection with the disc 
jockey business, just like myself. You don't want to lose touch 
with who your customers are...So, what's unique about your 
DJ company? Obviously you're going to be lighting-inten¬ 
sive, I imagine. But how about on the sound side of things? 
What do you like to work with? 

A R: You would be think I would be lighting-intensive. But 


R B: Where do you see things going in the lighting industry? 
Obviously, LED is still big. But do you see anything else big 
on the horizon? 

A R: There's a lot of talk about the plasma lamps, there's a lot 
of talk about LEDs; which one's better, which one's brighter, 
which one's more cost-effective. You know, ultimately either 
one of those will be perfectly fine with me. I'm more of a fan 
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of the LED. But the five-hour lamps are making a hit into 
our industry. 

R B: Okay. I guess, what else should people know about 
you? Do you have a life outside the DJ and working 
CHAUVET? How would you describe yourself to anybody 
else? 

A R: You know, lighting and DJing and mobile entertain¬ 
ment, besides my girlfriend, Alison at home. I don't really 
have time for sports. I wish I did. I used to play and umpire 
baseball. I used to play basketball. Once all of the full-time 
jobs started here, pretty much all of that ended. I try to get 
a few games in the weekends, but due to all my traveling 
from show to show, it makes it very hard. 

R B: Anything else you'd like to say to the DJs out there as 
to how you connect with the industry or what CHAUVET 
can do for lighting and you personally? 

A R: Yeah, sure. Back before I started working for CHAUVET 
I was obviously an end-user myself. I'm still an end-user. 
And really, it should be a comforting feeling to know 
that there is a DJ behind the steering wheel of the Club 
/ DJ side of CHAUVET Lighting. So not only do I love the 
products here, but I also use them in my business. So 
when we're developing a product, I always keep all of that 
in mind. What would I do with the light? Would I use it? 
Where would I put it? How much is it going to cost me? All 
of that comes into consideration. And knowing that I'm in 
the driver's seat here, I think should help put a lot of DJs at 
ease. We've got your back. H 




A LOOK INSIDE ONE OF THE LIGHTING 

INDUSTRY’S LEADERS 


BY RYAN BURGER • 


M obile Beat has many friends in the 

industry, and we count CHAUVET 
LIGHTING among them. Recently I had 
the pleasure of spending 24 hours "embedded" 
at their Sunrise, Florida facility, and got a 
chance to see their new warehouse and offices. I 
experienced a high level of hospitality and saw 
firsthand how they are dedicated to educating 
the industry. It became even more clear why the 
company has taken on sponsorship of the DJ 
University section of the Mobile Beat web portal. 



CHAUVET was founded in 1980. From a modest warehouse in 
North Miami Beach, Fla., they began as a distributor and manu¬ 
facturer of entertainment lighting. They forged a clear path in 
the club/DJ market and over the last few years have broadened 
that path into higher-end lighting products.Today, CHAUVET 
is a major innovator, developer and manufacturer, always 
striving for high quality in their product design, flexibility and 
options. They debuted their new architectural lighting divi¬ 
sion, ILUMINARC, in 2009. And in 2010, CHAUVET moved into 
a new facility, boasting over 65,000 square feet, in Sunrise, Fla. 
Throughout the decades of corporate development, CHAUVET 
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Additionally, I got to meet more of their product develop¬ 
ment, sales and customer service staff. Allan Reiss, Product 
Manager for the Club / DJ division, and the person who most OJs 
get to know at the trade shows, was able to give me a preview 
of products hitting the market months in advance, and the fu¬ 
ture for CHAUVET definitely looks bright. I also spoke with Jamie 
Brock, Director of Sales, and Ford Sellers, Senior Product Manager. 
We talked about what products we all saw as being useful for DJs 

in the future. 

Abner Morgan 
and Max Druillard 
in the repair de¬ 


partment (along with others on staff), again, are people that DJs 
would probably never met, but might have spoken to by phone 
on the rare occasion that they needed warranty or non-warranty 
repairs. It was eye-opening to see firsthand the quality control 
department, where products out of every production run are 
checked, and the heat room and burn-in room where products 
are tested while still in development. 

Last, but certainly 
not least, the time I spent 
with Albert and Berenice 
Chauvet (CEO and Vice- 
President respectively) 
was an absolute treat, as 
we discussed the past 
and future of the indus¬ 
try that we all live in ev¬ 
ery day and have staked 
our livelihoods on. 

Look for more 
glimpses "inside the in¬ 
dustry" in future issues of 
Mobile Beat, as we intro¬ 
duce you to the manu¬ 
facturers that maj« your 
DJ life possible. 


has continuously maintained their involvement in the DJ industry. 

On a tour of their international headquarters in Sunrise, 
Florida (near Ft. Lauderdale and Miami), in a short time, I was 
able to meet and get to know more of their staff than those usu¬ 
ally seen at industry conferences like NAMM and LDI as well as 
end-user conferences like our own Mobile Beat Vegas. Photos 
accompanying this article will take you on a bit of a tour of their 
60,000-square-foot facility, which moves over $100,000 product 
in and out every day in addition to holding millions of dollars in 
inventory. 
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time to learn so 

new 





"Just purchased DJ Crash Course. I've been a 
DJ for over 25 years and am ALWAYS lookine 
for ways to improve, fm very impressed with the 
video and recommend it to ALL D Js." 

■Jason Ferguson, Definitive Entertainment Productions 


"There is no excuse for not improving your 
show^our employees and your compaiy 
with DJ Crash Course ." 

-Ken Heath, D.J. Ken's Mobile Music 


"If you say, 'I don’t need a DJ Crash Course' 
because you've been in the business a long time, 
you're the one that needs it MOST!" Beheve it 
ca: not, old dogs can and need to learn new tricks! 

-Donna Marx, Bow Tie DJ Service 




for the dj who refuses to 

stop learning. 

^ growing. 


NOW AVAILABLE AT 
www.djcrashcourse.com 
www.mobilebeat.com 


UobHeBeat 







DJ 


Delighting Clients and Developing DJs 


D arryl "Jake" Jacobsen of Affair 
2 Remember Entertainment 

(Affair2RememberEntertainment.com) in 
New Jersey celebrated his 25th year in the business 
last year. He "started off basically with records back 
in the dinosaur era " as he says, with a company that 
did both club and mobile gigs. "So I kind of learned 
how to beat mix and become a mobile entertainer 
at weddings and other events at the same time." 
says the flexible DJ. Continuing the story... 


people, either they become their own boss really quickly or 
they never leave their company, and I was kind of different. I 
only became my own boss seven years ago. I worked for that 
multl-op company for 18 years. And I finally went out on my 
own in 2003...You can imagine, for 18 years you'd have a lot of 
ideas in your head...So, I like to do everything that there is...lf I 
have to say if we're the best at any one thing, it's weddings. But 
I get a big kick out of doing almost any kind of event I can do, 
because I think it constantly makes me a well-rounded enter¬ 
tainer. They all have their own different cha!lenges...Of course, 
weddings have the most structure. And basically, let's face it: 
They mean the most.They're the most important event that 
you can be a part of. So those are my favorites. 


Jake Jacobsen: I was lucky enough to work for a man by the 
name of John Arcara at my old company, called Cisco's Disco. 
He was just an amazing, amazing entertainer. He taught me 

the values of being 
a great entertainer. 
I think the most 
important thing 
he taught me is 
that you Just go 
after a party the 
whole time you're 
there and you just 
never stop, and 
I've always tried to 
remember that. 


you're 

rorn out at the end of the day. You've given them everything 
got. 


J J: Exactly. You can wring my shirt out because it's loaded—it's 
just filled with sweat. I love to perform. I love to give every¬ 
body everything that I have and make sure when they walk 
out at the end of the night—whether it's bride and groom or 
even if it's a 50th anniversary, if it's a bar or bat mitzvah. Sweet 
16,1 want them to think back and say, "Wow, that entertainer 
gave it everything he had." 



M B: Is it just yourself? Do you have other guys working for 
you? Do you sub out to other people?^^^^^^^^^^H 


J J: I have a small multi-op company. There's only five headline 
DJs currently. I am looking to expand in the future. I've got a 
few dancers...sothe whole company is about 10,11 people 
total. 


M B: You said you started out doing a little bit of club and a H 
little bit of party stuff. Where has the company gone in the last 
25 years with the types of 


J J: Well, I'm kind of an oddity in this business, because most 


M B: You like making the special day extra-memorable for 
someone. There's no doubt about that, 


J J: That's just it. Making the 
day as utterly spectacular 
as I can is my mantra. I like 
to start off my weddings 
by telling people, by telling 
the crowd, "Let's make this a 
night worth waiting for and 
a night worth remembering 
forever." 


M B: Okay. Going back to 
where you got some of your I 
experience—you had those M 
years underneath someone M 
else's umbrella. How have you 
continued to hone your skills? 



J J: ...When I finally went out on my own, one of the things I 
said to myself was, "I really need to get out there and see what 
this is all about." And immediately I started to go to various 
conventions, including Mobile Beat, and Just was unbelievably 
shocked, not only at the level of experience and excellence 
that there existed in my own back yard, but that there were 
other DJs who didn't know me and were willing to share their 
information and their experiences with me. 

I started to hang out with a group of friends who have now 
become the core of the New Jersey Disc Jockey Network. And 
those people helped me when I started my business.They 
taught me so much about the business side of being a mobile 
entertainer; things I never knew. I was just an entertainer, i 
didn't know the business end. And these people really helped 
me; people like Randy Rae and Mike Wiederand Rich Kaufman 
and Jonathan Rybarczyk.They were really very friendly and 
helped me start my company. 

...I thought when I went out on my own that I was pretty 
hot stuff. And as I said earlier, I started to meet my friends and 
they started to teach me stuff and I started to say, "Wow, I re¬ 
ally don't know a whole lot. I don't know as much as I thought." 
And then the New Jersey Disc Jockey Network started, and I 
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M B: Have you involved your employees, H 
as well? Are you exposing them to some of 
the other parts of the industry? 


M B:Tell me a little bit about the training program. You said 
you do it every single month. Is it learning just little bits at a 
time, or do you put them through a whole heavy program ■ 
when they first start with you? Tell me about that. 


M B: Where do you see 
yourself going in the next I 
5 or 10 years? Do you see M 
expanding the company J 
and doing more shows, 
raising rates? Where do you 
see vour life in 5 or 10 vears 


M B: So how did the NJDJN get going 


M B: Anything else you want people to know about you, your 
business, and where you think things should be going in the ■ 
DJ industry? 


' I began to reach out to different people 
« i' across the DJ universe, they kept saying, 
,]|r • ' ye 5 ^ when I would ask them to come give 

fe!.| us seminars.The answer kept coming back 

Jjp ^ as yes. 

|r^t j ■ And as a result of that, the New Jersey 

* Disc Jockey Network has just blown up. 

‘ r I got in a little trouble recently because 

I said that the New Jersey Disc Jockey 
Network is the best local DJ association 
in the universe...But I stand by that state¬ 
ment. And anybody who wants to debate 
it, I'm also willing to debate it...But I'm not saying it to brag. I'm 
saying it because I want all the DJ associations to reach where 
we are, because it makes the industry better. The only reason 
the New Jersey Disc Jockey Network is as big as it is is because 
we care about the industry and we care about making each 
other better at it. 

We're interested in making sure that the professional stan¬ 
dard is held throughout the DJ universe so that all DJs are 
charging a proper rate; that they use proper industrial profes¬ 
sional standard equipment; that they handle themselves ac¬ 
cordingly; that they treat their clients with respect and dignity 
and they're accom 


began going to conventions, and then I re 
ally started to get my head blown away. 


J JtWell, I'm always inviting my team to 
go to the New Jersey Disc Jockey Network 
meetings. And I would bring them out to ^ 

Mobile Beat, but I'm a little cheap to fly. But 
I do. When I get back I go over everything 
that I've learned. I take copious notes. I still 
have training every month in my office.,.i like my DJs to be in 
line with me. I don’t want a client to hire me and then hire one 
of my guys and see a drop-off, I want it to be excellent no mat¬ 
ter who they hire. 


J J: Well, when they first start with me I put them through the 
whole program. I've actually picked up a lot of ideas from Mike 
Walter at Training Your Next Great DJ. He's helped me a lot with 
some of the things that I do. But I had been training DJs for 
quite a long time with my old company, I used to train all the 
new staff. 

I think the most important thing about training new people 
is psychology; and not the entertainer's psychology, but the 
psychology of why you're entertaining in the first place. I think 
the most important thing that any entertainer should real¬ 
ize is that if you're only in it for the money you shouldn't be 
in this business. You should be in it because you care about 
other people as a whole; and you like the idea that you get to 
be paid for making them as happy as they can possibly be. If 
those things work, then you're going to really enjoy this busi¬ 
ness. And when I hire people, the first thing I'm looking for is, is 
this a good person? Not, is this just a great entertainer; do they 
have a great voice; can they dance? But is this somebody who's 
going to care about my clients the way I do? And if I have that, 
that's the first step, and then I move on from there. 


modating, Basically, the disc jockey business 
should have the respect of some of the other major industries 
out there, and we don't...We're doing our best to raise the bar 
in the industry. 


J J: Well, we just opened 

a new office, and I've really gotten into the whole training as¬ 
pect of this. I love to teach what I know. My favorite thing to do 
is I love to speak with my clients of the parties that I did not do 
personally. I love hearing my clients tell me how great my DJs 
are. So I'm probably going to push outward over the next 5, 

10 years and double or triple the size of my company. As far as 
professionally, myself, I will always be attending conventions, 
conferences, my own New Jersey Disc Jockey Network meet¬ 
ings to try and expand myself personally and professionally. 


J J: I mentioned those people earlier—we were kind of the 
nucleus. And I think that anyone who wants to start a new disc 
jockey association, network, whatever you want to call it, the 
first thing you have to have is four or five people who are really 
dedicated to the same idea as you. And it might take a little 
while to find those people. But once 

you find it, then you've got your nude- 4 

us; you've got your center. You've got 
four or five people that you know will 
be in attendance month after month 

after month. ^ 

And from there you start to push 
out forward. I was very lucky because • 

when I became president in 2007,1 had 
this core group of people that already 
believed in me and wanted to see me 
be successful. So along with them, as 


J J: I am hoping that DJs who read this 
are reading it with an open mind, and 
that they are looking to the future of 
helping our industry and helping each 
other.There are no such thing as com¬ 
petitors. We're all colleagues. And I'd 
like to see us all try to help each other 
in the industry, 
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Get Ripped! 

CD RIPPING 101; BUILDING YOUR DIGITAL LIBRARY—THE RIGHT WAY 


BY JIM WEISZ . 


f you've wanted to start the 
transition to DJing with your 
computer, here's a guide to 
help get you started. Whether 
you haven't ripped any CDs yet, 
or have just ripped some of your 
library, you can follow these 
instructions to rip your entire 
collection in professional fashion 

RIP PREP: GET ORGANIZED 

Before you get started, it would be best to 
determine how you will organize the mu¬ 
sic. Some options are genres, artist, disc, or 
even folders based on how you had your 
CDs organized. Personally, I have my fold¬ 
ers labeled simply by the first character 
of the song name. For example, I have a 
folder for"A-C" "D-F", and so on. I also have 
a separate folder for all music I have re¬ 
ceived from my subscription service. 

Some DJs have tons and tons of fold¬ 
ers, but I'm not sure why. All professional- 
grade DJ software will let you search by 
any ID3 tag, so why waste time trying to 
organize music into tons of various fold¬ 
ers? Just make sure to tag your files consis¬ 
tently (with artist, album, date, genre, etc.) 
and you should have no problem finding 
what you need. 

Next you'll want to determine how 
you want to name your files. The most 
common naming standard among DJs is 
"Artist - Song Title,mp3". I prefer the op¬ 
posite, and actually have the song title 
first. It's all up to you and whatever your 
preference is. 

Don't worry if you started ripping 
and named them one way, but want to 
change your format. Rather than spending 


laborious hours typing, it's very easy to 
flip-flop the song title and artist, or make 
just about any other label changes using 
a tag renaming program. (See sidebar for 
some options.) 

GET WITH THE PROGRAM 

Once you've determined your organiza¬ 
tional approach, there are still a few more 
decisions to be made before you're ready 
to start ripping tracks. 

You'll need to do some research 
on what program you'll be using to rip, 

I personally think you 
should use a dedicated 
CD ripping program. The 
program that was first 
suggested to me years 
ago was Audiograbber, 

That's the program I 
still use and, from what 
I know, it remains the 
most popular among 
DJs. Other popular CD 
rippers are Exact Audio 
Copy (EAC), CDex, and 
Easy CD-DA Extractor. 

I have used all of them 
and think they are all 
pretty similar and easy 
to use. I would recom¬ 
mend against using ba¬ 
sic consumer programs 
like (Tunes, MusicMatch 
Jukebox, or Windows 
Media Player. They just 
don't give you the same 
features and flexibility 
that a dedicated CD ripper gives. 

Finally, the last decision you need 
to make is what type of file you will cre¬ 
ate from your CDs. Obviously the most 
popular is MP3, but there are plenty of 
other options, like WAV, FLAC, and AAC, 

among others. If 
you choose to go 
with MP3, you will 
also need to decide 
what bitrate to use. 
The highest quality 
is 320kbps, and is 


your best bet, since hard drives are now so 
big and inexpensive. 


As I mentioned, my preferred CD ripper 
is Audiograbber, which is what I'll be ref¬ 
erencing in this article. Audiograbber has 
been around for what seems like forever 
and it is a free program. I will go through all 
the settings I use, but of course you'll want 
to adjust for your preferences. Other soft¬ 
ware will have similar functions, although 
obviously arranged differently. (FIG.1) 


At the top of the general settings dia¬ 
log box, you'll choose where to put your 
new rips. I put mine in a folder called "New 
MP3." I do that so I can do spot checking on 
the file quality, file naming, and tags before 
copying over to my master music library. 

Under "general settings"you'll need 
to go through the following tabs (I've indi¬ 
cated the settings I use after the name of 
each tab): 

- Naming: Select track name and 
artist name, rip to as much RAM 
as possible. 



Jim Weisz has been a DJ since 1999, primarily serving the 
wedding and school markets. Originally from Chicago, he 
relocated his thriving DJ business to Dailas in 2003. He used 
his company's web presence to effectively to re-establish 
his ciien t base within a just a few months. Jim is a seminar 
speaker and also writes forMoblieBeat.com on web issues. He 
can be reached atjim@discoverydjsxom. 
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Seen a lower price? Dr your Item packaged with other gear at a dlacnunt? 

Have a cnmpetJtara cxiupon you want to use? 

_ I\Id problem, Just let U9 know! 
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The new Mobile Beat App was a big hit 

at the most recent Mobile Beat DJ Show & Conference, 
MBLVXX {Las Vegas, 2011), where users accessed show 
info like the seminar schedule, exhibit hall floor plan and 
n}uch more, on their smartphones. 

But the Mobile Beat App doesn't end there.Besides having 
ongoing access to MBLVXX exhibitor irjfo and the commu¬ 
nity photo archiver users continue to receive the latest DJ 
Industry news updates through MobileBeat.Com, up-to- 
the rninute info on Mobile Beat's Summer Tour, as well as 
breaking news on next year's Vegas show. Don't miss 
out..download your very own Mobile Beat App today! 

http://mobile.mobilebeat.com 







































• Silence: Both boxes checked and 
keep .5 seconds 

- Rip offset,Time Est & Misc: Default 
options 

• More Misc; Everything unchecked 

The next set of options is the MP3 
settings. Some of these settings may 
change based on what type of ripping 
you're doing. If you're ripping your entire 
music library, I recommend ripping to WAV 
files. Store those in a folder and then have 
it encode to MP3 overnight. This will save 
you a ton of time since the encoding takes 
the most time in the ripping process. If you 
are just doing normal ripping to update 
your library, you can see the settings I use 
for immediately converting to MP3 in the 
screenshot. (FIG. 2) 

Something I'll mention since we're 
covering the MP3 settings is if you do 
plan for all your music to be encoded to 
MP3, you'll need to download the LAME 
encoder. That is what is used to convert 
the WAV files ripped with Audiograbber 
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to MP3. Most programs automatically 
have LAME included with them, but with 
Audiograbber you need to download it 
separately and copy it to the Audiograbber 
folder on your computer. 

After you adjust the MP3 settings, you 
can feel free to check out your options for 
normalizing. In the past, I normalized my 
files, however I stopped doing that a few 
years ago. This is a personal preference. I 
would recommend testing some files nor¬ 
malized and then some not normalized to 
determine which route you want to go. 

Next up are the Freedb settings.This 
is so you (hopefully) won't have to type 
the song title and artist information in for 
every song. What this will do is go out to 
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FIG. 2 


the internet to see if anyone has 
submitted the data for the disc 
you're ripping. If they have, all the 
data will automatically pop-up. 

You can see the settings I use in 
the screenshot. (FIG. 3) 

...GO! (GET RIPPING) 

Now that you have all your settings 
the way you want, it's time to get 
started. With Audiograbber still 
open, put a CD in your CD-ROM 
drive. The disc should automatical¬ 
ly load into Audiograbber. At that 
point a couple of things are hap¬ 
pening. The program is going out 
to the Freedb to see if it can find 
the data for your disc. If it can't, it is 
checking to see if the disc has CD- 
Text on it. Also, if you've ever put this disc 
in your computer before and the data had 
been previously entered, it would be stored 
in your cdplayer.ini file, which Audiograbber 
can access. 

As far as the data goes, your 
best bet is the CD-Text. Since CD-Text 
is embedded on the disc there's no 
need for the program to go out to the 
internet for the data. It is also good 
since you know the information is 
accurate. Most music subscription 
services have CD-Text but only some 
commercial CDs have CD-Text. For 
this example, we'll assume the disc 
doesn't have CD-Text. 

After you put the disc in and 
it goes out to the Freedb, the data 
should be populated.That should in¬ 
clude the song titles, artist(s), album, 
year and genre. This is where you 
need to spend a short amount of time 
making sure everything is correct. 
Anyone can submit the data to the 
Freedb, so you’ll want to check for any 
errors. You'll also want to make any changes 
based on your preferences. (FIG. 4) 

Once that is complete, you'll 
want to check to make sure the year, 
genre and album are correct Also, if 
it's a compilation disc, you will need 
to check the box for compilation 
disc so it doesn't list every song by 
the same artist. 

It's finally time to hit the "grab" 
button so the CD ripping process 
can get started. The time to rip a 
single disc depends on how much 
content is on the disc and how fast 
your computer can rip it. Something 
that may alter your rips is multitask¬ 
ing. If you are ripping while also 
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surfing the internet or doing other tasks, 
your rips might suffer. Your best bet is to 
only rip and don't do anything else. 

After you've ripped the first disc, be 
sure to check the files to make sure they are 
named correctly and the tags are correct. 
There are tons of programs out there to help 
you clean up your tags, but it will be a big 
time saver tf you can get them as close as pos¬ 
sible to how you want them, as you're ripping. 

WATCH YOUR REPS 

If you are ripping your whole collection, be 
prepared to spend a lot of time in front of 
the computer. It can be a very overwhelm¬ 
ing taskto rip your entire music library. 
What I did was set a goal to rip a certain 
number of discs every day. Otherwise, you 
can get burnt out very quickly if you're 
trying to rip 50 discs a day. 

Once your entire library is ripped, all 
you should need to rip is any subscription 
service CDs or any additional CDs you buy. 
The nice thing is once you're to this point, 
you can get away with spending less than 
a few hours a month keeping your music 
library current. 
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Back That Thing Up! 

Now that you have an idea of how much time 
you’ll be investing in ripping your CDs, do 
yourself a favor and backup often. I’ve heard 
far too many horror stories of DJs who only 
have one drive and it isn’t backed up. I back 
mine up at least once per quarter. I have one 
original copy and two back-ups (for a total of 
3 copies). One of the copies is on a hard drive 
that goes into a fireproof safe. The cost of big 
drives seems to drop weekly. (The Western 
Digital 2 TB model pictured was available for 
just over SlOO online recently.) Be sure to pro¬ 
tect your investment by backing up often! 




UmBS Dane 


I- 




Saturday, May 21, 2011 
12 Noon - 9:30 p.m. 
Imeca Events Center 
Burnsville Parkway 
urnsville, Minnesota. 
vipolmecaevents.com 


Dance 


’ Grand Prize of SIOOOL 
Professionally judged. 
HDpen to s^olo and group dancers of all styles! 

I I 

' DJ Contest 

Battle Head-to-Head for prizes. 
Show off your own unique styles and mixes! 


SS^istration starts March 15th, 2011 
^w.alltherighnlriovesda ncedj.com 

^ Sponsors'include: 

lEMT Audio, Metro Sound & Lights 
^Ijland Entertainement & Karaoke 
Ip MAPDJ, Mobile Beat Magazine 
Posi Creative Production & Design. 


FIN ALLY! 

THE 1st digital 
DOWN LOAD 
SITE DESIGNED 
FOR DISH 




The fastest Source for 
New Music and classic 

HIT Releases 

* High Quality 320-bit mp3s 

* Music Videos/Karaoke in mp4 format 

* Consistent Odb Volume Levels 

* HitList Chart Feature helps you select the Best Tracks 

* Specialty DJ Lists, including Programmers’ Picks 

* Full Search Capabilities 

* Flexible Purchase/Subscription Plans 

* Free file re-installs* 



$alJ iBbciiitt!]« 


Digital Subscription Services 

See it now at 

.E 





* Some Restrictiohs mav apply 
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t was tough choice. Do I go for the lighter- 
weight, 2-way, 12" DSR112 models 
and add the DSR118W sub woofer, or 
"compromise" with the 2-way, 15" DSR115 model? 

Knowing that these would be used in medium sized venues, I 
requested the DSR115 for review from our friends at Yamaha's 
Live Sound division, in hopes of finding that perfect storm where 
portability, intense clarity and punchy bass all meet up. It also 
seemed like the logical starting point for anyone building an ever 
growing portable PA for live stage or for larger mobile DJ gigs. 

PLAYING WITH BLOCKS 

The first thing that impressed me with the Yamaha DSR Active 
Loudspeaker series is the building-block approach that Yamaha 
has taken in developing the DSR line {which includes the models 
mentioned previously, plus a double 15"2-way—the DSR215). 

The series is modularized so that you can easily build a matched 
system to meet the audio needs of the various venues you play. 
Each powered speaker cabinet has an input and output, so once 
you run a main line to the first box (inputs are balanced XLR 
and 1/4"TRS), connecting the rest is simply a matter of weed¬ 
ing through your box of patch cords. For most DJs, two of the 
DSR112s or DSR115s on sticks mounted in the DSR118 subs 
should provide plenty of punch for the average size hall. Once 
the speakers are positioned, it’s simply a matter of running a main 
line to each sub and then a short jumper to the top box. 

On the mobility side, the smallest guys in the series, the 
DSR112s, weigh in at a very luggable 47 pounds.The DSR115s 
(subject of this review), tip the scales at 62 pounds each (for all 
the specs on the DSR line, visit usa.yamaha.com/livesound - 
search DSR Series under active speakers.) That's a tad heavier than 
some comparable lightweight designs, but there are two things 
to consider: First, the handle style and placement is superb—so 
the dead-weight of the speakers seems less than it actually is. 
Second, these speakers are constructed of wood, not polypro- 


Sound Building 

Blocks 

THE YAMAHA DSR SERIES OF POWERED 
SPEAKERS PROVIDES A SOLID PA FOUNDATION 


BY ROBERT LINDQUIST • 


pylene. Wood is heavier (EV's ZXA5, a comparable 15", 2-way con¬ 
structed of polypropylene, come in 12 pounds lighter). The upside 
is that wood is denser and has different sound characteristics, 
allowing higher SPL and better sound quality at high levels. 

To protect the wooden boxes, the units are sprayed with Line 
X™ protective coating—the same stuff that's been protecting my 
truck bed from road salt, refuse and renegade chainsaws for over 
three years without so much as dig or knick. So, the bottom line 
on construction is that these are solid, strong boxes built to pro¬ 
tect the drivers and electronics inside. 

As a testament to their build quality, one of our test DSR115s 
arrived with a 10''x 8"hole punched through the shipping carton. 
(Hey! Get the license number of that forklift!) While the integrity 
of shipping box was seriously breached, the only damage to the 
speaker itself was a slight ripple to the front grill. 

FUN WITH SWITCHES 

Depending on your level of understanding (or interest) in digital 
audio, everything you need to know about the internal workings 
of the DSR Series is explained in detail at the Yamaha website. 

For now, let's look at the control panel and talk about what does 
what. As you have the option of using these speakers with either 
the line level output of a mixer, or plugging in a microphone 
directly (no phantom power provided), the mic/line switch will 
most likely be the first switch to concern yourself with. Next is 
the HPF (High Pass Filter) switch, which cuts frequencies below 
120Hz—quite handy when you need to connect a microphone or 
are using a sub. 

The D-Contour switch (D for Dynamic) is a multi-band, level- 
dependent dynamics processor that puts extra emphasis on 
specific frequencies in the 50Hz to 500Hz range and in the range 
above 3kHz. The result is a fuller overall sound with extra "oomph" 
on the bass and a stunning clarity on the high-end. After an 
extended session of listening with the D-Contour on, the sound 
seemed rather flat and dull with it off. On the other hand, if you 
are using your own processing, you would probably want that flat 
sound as your starting point. 

Other controls on the back panel include the main level con¬ 
trol and a switch to turn off the white LED on the front panel of 
the unit, if you so desire. Personally, I thought it was kind of cool. 
Three indicator lights are provided to confirm that the speaker is 
on and ready to rock, or if the output limiter or protection circuits 
have activated to protect the system from possible damage. I sup¬ 
pose anything is possible, but with a rated power of 1300 watts 
(850 to the woofer / 450 to the tweeter) and a measured maxi¬ 
mum sound pressure level of 136d8 @ 1 meter (for the DSR115) 
it's unlikely. So if you find that you're seeing those flash with con- 
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sistency, maybe it's time to add more speakers to your rig. 

IN THE PLAYHOUSE 

Christmas came early this year (2010) as two DSR115s showed 
up at our offices the day before I was scheduled to play a holiday 
bash for a local land developer. The venue was the size and con¬ 
figuration of a medium sized warehouse. The ceiling was 30-foot 
or better, and it was certainly large enough (and almost cold 
enough) for a game of ice hockey. Hard floors, walls, everything. 
Not exactly the best place to play—but perfect fortesting out 
new gear. As instructed, I set up at the far end of the room. Once 
the evening progressed past all the typical speeches, door prizes 
and best ass-kisser awards, I finally got a chance to crankthe 115s, 
at which time I was glad for the high ceiling as 1 fear I could have 
easily run into some problems with echo. 

Always a lover of bass, and therefore seldom seen without 
a sub, I was nonetheless quite content with the chest-pounding 
punch the twin DSR115s delivered. You could feel the bass any¬ 
where on the dance floor and beyond—and nothing gets people 
out on the dancefloor more effortlessly than when they can really 
feel the beat. With the D-Contour switch activated, the default EQ 
curve provided just the right boost at Just the right points for a 
full, un-muddy sound from end to end. 

In the thick of the gig, I did find one thing that I really an¬ 
noyed me: The placement of the mic/line switch. With the speak¬ 
ers stand-mounted in a dimly-lit room, it was way too easy to 
reach behind the speaker—intending to toggle the D-Contour— 


and hit the mic/line by accident.„at which point things got very 
loud, very fast. On the other hand, what the heck was I doing 
messing with the switches on the back of the speaker in the 
middle of a gig for in the first place? 

Having evaluated dozens of speakers over the years, I can 
say without qualification that these are among the best sounding 
portable speakers I've had the pleasure of using. Their full-range, 
uncolored tone even seemed to compensate even when the sig¬ 
nal going in (note to self: 28 kbps is NOT CO quality) was less than 
desired. Back in the studio, at normal listening levels, the speakers 
continued to impress, sounding nearly as good the audiophile 
speakers in the listening room. Whether for voice, recorded music, 
keyboard or guitar, the DSR115s continued to provide the same 
fullness and clarity I had experienced on the road, Yamaha has 
clearly taken the time and care needed to create a truly top-notch 
portable powered speaker system. S 


www.yamaha.com/livesounci 

Robert Lindquist has been attempting to destroy \/afious DJ, Mi and pro audio products 
since first setting the needle on a record in front of crowd in 1966. The 2011 inductee to 
Mobile BeaVs Hall of Fame, He is one of the co-founders and former Editor-in-Chief of 
Mobile Beat Magazine. Currentiy he serves as the Minister of Network Operations for 
the Live2Play Network {www.L2P.net), a mutti-media, muiti-piatform information and 
marketing resource serving musicians, songwriters, DJs and sound techs. 
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FIND OUT ABOUT THE FRESHEST DJ PRODUCTS AT WWW.MOBILEBEAT.COM 
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NEW PRO COMBO PA FROM VOCOPRO 

Need an all-in-one, wireless PA solution for your next gig, assem¬ 
bly or corporate event? VocoPro's all new PA-PRO 900 is ready 
to help, with six input channels, a 900W power amplifier, and four 
channels of UHF wireless expandability.This versatile unit is perfect 
for schools, churches and rentals. 

A handy, optional digital SD recorder module can also be eas¬ 
ily installed to the front panel expansion port, making this a great 
tool for bands, singers and orators who want to record and play 
back jam sessions, bed tracks and presentations. 

On board the PA-PRO 900 is VocoPro's world-famous DSP 


reverb and echo effect package, along with an easy-to-use, single¬ 
knob compressor for the 4 mic channels, providing complete con¬ 
trol over vocal output. 

The unit is available with three accessory packages: 

PA-PRO 900 Basic, No wireless mics, no SDR recorder 
PA-PRO 900 -1, One Wireless mics with module, with SDR recorder 
PA-PRO 900 - 2, Four wireless mics with modules, with SDR recorder 
Features: 

• 450W + 450W RMS Power Output (4 ohms) 

• Dual-Mode Amplifier: Mono-i-Monitor or Stereo Modes 

• 6 Channels (4 Mic/Line, 2 Stereo) 

- Mic/Line Channel Inputs: 1/4", XLR 

• Stereo Channel Inputs: 1/8", L/R RCA, L/R 1/4" 

• Independent Tone, Level and Effect Controls on All Input 
Channels 

• DSP Reverb, Echo and Hiss Filter Effects with On/Off Switch 

• Built-in Compressor for Microphone Channels 

- L/R '/V'Effect Loop Jacks for Stereo Channels 

• Dual 7-band Graphic EQs for Main and Monitor Output 

• -t48v Phantom Power 

- 4 UHF Wireless Mic Module Ports* 

• SDR-3 Digital SD Recorder Expansion Port* 

• Balanced XLR L/R Main Output Jacks 

• RCA L/R Record Out Jacks 

• Subwoofer Output with 125Hz LPF and On/Off Switch 

• Speakon and 1/4"Speaker Output Jacks 

- Headphone Output with Source Select 
*Optional Accessories 


www.vocopro.com 
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NEXT GEN DIGITAL CLUB MIXER FROM PIONEER 


Pioneer Electronics (USA) Inc. Professional Sound and Visual 
Division has stirred up the DJ scene with its next generation 
DJM-900nexus, a high performance digital mixer featuring a 
variety of onboard effects, increased sound quality, and direct 
PC connection. The mixer is actually brimming with new effect 
options including: Sound Color FX - Space, Dub Echo and Gate/ 
Comp in addition to Filter, Crush and Noise; Beat FX - A total of 13 
effects, including two new ones called Spiral and Melodic; X-Pad - 
A touch screen control bar that enables quick access, control, and 
manipulation of the thirteen built-in beat effects. With a touch 
and/or slide of the X-Pad control, the user can change the param¬ 
eters of each effect for creative performances. 

As for sound quality, the mixer's built-in 24bit/96kHz 
high-performance USB sound card can simultaneously 
handle input and output audio signals from up to four 
stereo sources through a single USB porti .The 
card's 24-bit/96kHz signal processing ensure's 
the highest digital sound quality, and it is 
configurable via a settings utility tool on 
PC or Mac. A 32-bit digital-to-analog 
converter supports all outputs of the 
mixer, and a 32-bit digital signal 
processor (DSP) suppresses circuit 
noise by way of high-quality bal¬ 
anced hybrid operation amps and 
fully balanced output circuits. 

The DJM-900nexus is ready for a di¬ 
rect connection to a laptop PC or Mac, increas¬ 


ing its convenience and functionality. Smooth transfers between 
DJs are possible with the easily accessible USB port on the top 
surface of the mixer. 

The mixers features Pioneer's new PRO DJ LINK technol¬ 
ogy, which uses an ethernet to link to and perfectly sync up with 
the latest Pioneer PRO DJ LINK compatible CDJ-2000 and CDJ- 
900 players (with firmware version 4.00 or later) or a personal 
computer running Pioneer's rekordbox™ software.The mixer is 
alsoTRAKTOR-compatible.Through its USB port, the mixer can 
also output time code disc signals for DVS (Digital Vinyl System) 
software when used with a Pioneer CDJ player or analog record 
player. 

With assignable MIDI functionality nearly all knobs and 

buttons can be assigned to control other devices.The 
DJM-900nexus features the industry's first 
MIDI signal output (for a mixer) 
that changes at beat- 
by-beat intervals. The 
mixer also includes a 
"MIDI LFO function"to 
control external effects 
and other devices. 

Go to the Pioneer site 
for a lot more info on this 
cutting-edge DJ mixer. 


www.pioneerdj.com 

















mojo 


photo booth 

’Tum-key opportunity with... 
the highest return on investment" 


complete 

package 


Six figure income potentiai 
Not a franchise system 
No royalties or com mitments 
Unbranded & Custom booths available 
Perfect addition to any business 

15 minute set-up, Fits up to 10 adults ^ 

Fits in ANY passenger car ^ 

One person operation & transport 
Customizable photos with green screen and video technology 


Integrated iPod speaker system 

The only commerciat^rade portable photo booth on the market 

Join a ^2 billion industry servicing 2.16 million weddings each year! 


• Bwg. nafional photo boolti nOTilal $1027 permnit 



d88.484.mojO ( 6656 ) mojophotobooth.com 


Call today for 
more information! 
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ACCREDITED 


BUSINESS 


(§©DuQ[pl]© 0 © ©doDAdd© B^cpdoO POGDomBoogi 

24/7 Client Access on Your Website 






Intelligence* 

'emaitan your WWteHv' 

Live demo and a trial offer 
at www.djintelllgence.com 

Get set up Instantly! 


TRUSTED BY THOUSANDS OF PROFESSIONAL DJ'S WORLDWIDE 



































HOW THE DIGITAL PROTOCOL HELPS YOU GAIN CONTROL 
AND EXERCISE YOUR CREATIVITY WITH GIG LIGHTING 


BY BEN STOWE, CTS • 


L ighting is experiencing 
one of the biggest surges 
among mobile DJs I've 
seen since the first Derby shipped. 
The surge is likely driven by the 
rising popularity of event lighting 
and new-found affordability 
of LED and intelligent fixtures. 
Most interesting to me is that 
the modern movement is 
fueled by a technology that is 
celebrating the 20th anniversary 
of its mainstream acceptance. 

Hard to believe, but DMX was first intro¬ 
duced in 1986, and was widely adopted 
by 1991. Updates and modifications have 
been made to the standard, but it remains 
generally the same. It is the way mobile 
DJs use DMX, perhaps, that has changed 
the most in those 20 years. 

DMX as a control protocol is simply 
that: an electronic means to control de¬ 
vices, primarily lighting. Because it is a 
universal protocol it is compatible with 
a substantial number of lighting and ef¬ 
fect fixtures.This provides a great many 
options when addressing niche needs for 
specific effects. And while this begins to 
demonstrate the flexibility of DMX, it is 
by no means where the flexibility ends. 
DMX software has greatly enhanced the 
creative control show designers can have 
over their hardware. Tasks that were once 
time-consuming and arduous can now be 
reduced to a mouse click. 

BY THE NUMBERS 

From a technical standpoint, DMX is 
merely a stream of numbers packaged as a 
digital signal. A DMX signal consists of 512 
channels {referred to as a "universe"), each 
of which has 256 possible values. A chan¬ 
nel actuates a function on the fixture with 
which it is communicating. The function 
is as unique as the fixture. For example, 
a RGB LED par can may use five channels 
of control. The first channel might repre¬ 


sent the intensity of the red diodes with 
the 256 values (0-255) translating to 0% 
to 100% intensity. The second and third 
channels might control the green and blue 
diodes respectively. The fourth channel 
might be a master dimming control, and 
the fifth could be an "effect"channel. For 
example, channel 5 might have an option 
for sound activation that overrides the 
first four channels. However, this barely 
scratches the surface of what DMX can 
control. Moving lights often have 16 chan¬ 
nels or more, with channels controlling 
functions such as pan, tilt, shutter, prism, 
gobos, color, lamp, iris, focus, zoom, fixture 
reset and many more. 

Along with flexibility, DMX also al¬ 
lows for greater precision in programming. 
Many moving lights actually use two 
channels for pan and two channels for tilt. 
These are often called "fine pan"and "fine 
tilt" or "16-bit" movements as opposed 
to the "8-bit" movements possible with a 
single channel.The reason is simply that 
a single channel offers only 256 values to 
control up to 540 degrees of movement. 
An increase in the DMX value of 1 would 
cause 2.1 degrees of movement, perhaps 
too course for applications with long 
projections or shows requiring precise 
movements. By adding a second channel 
for "fine" adjustments to the movements 
we achieve 65,536 steps of movement 
(less than 0.01 of 540), which can be VERY 
precise. 

Other fixtures, such as fog machines, 
might have channels to adjust output, tim¬ 
er functions and other unique capabilities. 
In essence, the application of DMX is only 
limited by a manufacturer's imagination 
and desire to add functionality to their fix¬ 
tures. The DMX protocol is simply carrying 
a string of numbers without any regard to 
what is connected to the controller. 

DMX SOFTWARE: THE KEY TO 
CONTROL 

You can see how this becomes a dizzying 
amount of information to manage if we 
attempt to do it purely numerically. A DMX 
universe has 131,072 possible values at 












The Retro booth fits through a single 
door and travrels horizontally in nnost 
minivans and SUVs 


PORTABLE PHOTO BOOTHS 

DESIGNED FOR EVENT RENTALS 

Make the Fun^ 

Spontaneous 
Experience of a 
Photo Booth 
Possible at 
Every Event 
and Location 
- ANYTIME, 

ANYWHERE 


i.iCHTWEfCHT+ PORTABLE! 


BOTH BOOTHS FEATURE: 

- EASY Operation 

- Customizable Graphics 

• Photo Archiving 4 Exporting 

• Custom Exterrors Available 


www.fantasyentcoro/inobilebeat 


The lightweight Eventure booth travels in 
two durable road cases and sets up in 
20 minutes or less 


8a Industrial Way 

Salem, NH 03079-2837 
fantasyent.com 


toll Free: 800.933.2682 ext. 177 
Ifl: - 001(603) 324.3240 ext. 177 

mb-info@fantasycnt.conn 















any given moment in time, and we may have multiple universes 
if we have a lot of fixtures. Running DMX simply by the num¬ 
bers wouldn't be any fun at all. Hardware controllers essentially 
operate this way, leaving the burden on the user to remember 
what each channel and value does.This is manageable as long 
as one is operating few fixtures with limited complexity desired 
in programming. I suppose it's also fine if you are Rain Man or 
you have the patience of a saint. I am neither Rain Man, nor 
a saint. Being of average intellect and highly ADHD, I prefer a 
faster, easier way. DMX software does for us what software is 
supposed to do: automate and simplify complex tasks. Could 
you imagine running your computer with levers and numeri¬ 
cal values? It used to be done that way. DOS was an incredible 
advancement in the ease of computer operation but was still 
burdensome. The GUI (graphical user interface) offered to us 
by modern operating systems has allowed the average user to 
become a power user and do more than computer pioneers 
ever dreamed possible. DMX software has done the same for 
the world of lighting. 

Rather than remembering color mixing values for our fix¬ 
tures, or channei and value numbers for gobos, we can simply 
choose colors by clicking on them, or gobos by clicking on a 
picture of the image we desire. Movements can now be com¬ 



manded by mouse, or even recailed as presets. Today's DMX 
software packages often include automation features that 
can make hundreds of channel and value changes behind the 
scenes with a few mouse clicks, while you, the operator, simply 
program to your heart's content, blissfully unaware of all the 
"math" behind the comfortable interface you're using. 

As a nice bonus, most DMX software packages also offer a 
3D visualizer to show us a pretty good representation of what 
our lights are doing without having to actualiy connect them. 
This allows for "offline" programming from the comfort of your 
desk or couch, whiie your iighting remains in storage. I do rec¬ 
ommend, however, running through your show before the gig 
with the actual equipment to make fine tunings to movements, 
colors, strobe rates, etc., as these can vary slightly from the 3D. 

With all this power at our fingertips the possibilities are 
only limited by our imaginations and budgets. The flexibiiity of 
DMXaliows us to squeeze everything possible out of that bud¬ 
get by helping our fixtures reach their full potential.The same 
fixtures can be elegantly subtle or extremely exciting, not only 
from event to event, but also from moment to moment within 
an event. It inspires me every day when I receive photos and 
videos from my customers showing me what they have done 
with this newfound flexibility and power. 

A world of possibility is waiting, so step into the light! H 

Ben Stowe's love of electronics developed while growing up in a TV repair shop. He 
helms NLFX Professional (www.nifxpro.coml sharing his passion for technology 
through company-sponsored educational efforts designed to help end users get the 
most out of their equipment. He holds a Minnesota eiectrical license, an InfoComm 
CIS and numerous other certifications. 


STAND AND DELIVER,,, 
BETTER VISIBILITY 



Even in this age of laptop- 
based digital music, too 
many DJs are still hiding 
behind cavernous old- 
school consoles.To help 
DJs step out into the light. 
Global Truss has debuted 
the GT-Digital DJ Stand, 
a stylish truss-based struc¬ 
ture designed to hold 
laptops, digital worksta¬ 
tions and the other high 
tech gear used by many 
DJs today. 

Mobile entertain¬ 
ment is all about interact¬ 
ing with the crowd, and 
the new Global Truss GT 
Digital DJ Stand helps DJs 
do just that by making them more visible. 

The lightweight, compact stand is easy to set up and take 
down, yet sturdy and secure enough heavy-duty DJ gear. 


www.globaltru5s.com 


POWERFUL LITTLE PLAYER 



DJ Tech has unveiled their flagship media player, the uSolo FX. 
It plays MP3 and WAV files from USB flash drives, hard drives 
up to 250GB, and SD HC cards via on-board USB and SD inputs. 
Navigating through tracks and playlists has been simplified 
through the use of the integrated Databox Software. This fea¬ 
ture allows the user to search for tracks by Artist, Genre, Title, 
and Album, or Folder. An innovative HD Sharing function lets 
the user link two uSolo FX units together to share the same 

mass storage device. 
The unit also has the 
capability to control 
popular digital DJ soft¬ 
ware such asTraktor 
Pro or Serato Scratch 
via MIDI. 

The uSolo FX of¬ 
fers advanced looping 
capabilities, including 
BPM-synchronized 
loops and adjustable 
loop length. It also 
includes a unique 
Recall Cue function, which lets one store cue points for every 
song on a storage device, and easily access them through three 
pre-assigned hotcue buttons. 

The patented touch-sensitive, multi-function, high-definition 
LED jog wheel features eight adjustable modes, including two 
scratch modes with adjustable start and brake times, loop control, 
effects control, track scan, and more. Three BPM-sync'd effects 
(Echo, Flanger, Filter) are also controllable through the jog wheel. 


www.djtechpro.com 
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Order your own set today through the Mobile Beat online bookstore at 


Each available separately for $S0 
Or get the complete set for $56 
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MOBILE BEAT' 
GREATEST HITS 

S-' 

e First Ten Years 
: Second Ten Years 


Now you can take the first 
20 years of the industry’s 
premier publication with 
you wherever you go! With 
every issue captured as a 
pdf on 2 DVDs, you can 
easily refer back to useful 
articles on your computer 
or transfer them to your 
mobile device. 
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Appalachian Regional Mobile Disc Jockey Symposium 


Michael Port 
Author of 
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Education - Parties - Exhibits 

June 21st/22nd - Johnson City, TN 

Get your two day pass now for only $24^ $159 

www.ArmDJs.com 












Take the Party Anywhere 

ARIA MIXING & 5INGAL0NG SOFTWARE BRINGS MUSICAL FUN TO ALL MAJOR PLATFORMS 



D igital 1 Audio has released 
ARIA entertainment 
software designed to 
please the DJ and karaoke fan 
in all of us. It allows the user, 
regardless of skill level, to mix 
and scratch audio and video files, 
and turn their computer into a 
complete karaoke system. ARIA 
is also available as a Karaoke- 
only version on both iPhone 
and Android mobile devices. 

ARIA allows you to have a more inti¬ 
mate and interactive experience with your 
Audio, Video and Karaoke files. With the 
success of games like DJ Hero 2, Karaoke 
and Hip-Hop artist console games, ARIA is 
designed to make it easy for anyone to DJ, 
mix and scratch both audio and video files 
on their Mac or PC, and turn any computer 
into a karaoke system. 

According to ARIA's Creative Director, 
Lewis Davidson:"ARIA allows people to do 
more with their audio and video files than 
they can with iTunes™ or Windows Media 
Player™ alone. Aria creates an interactive 
media experience with entertainment me¬ 
dia that is hot right now; Music, Video and 
Karaoke. Instead of just listening to your 
media, you can interact with it and take 
control. ARIA allows anyone to become a DJ, 


scratch and mix 
music or videos or 
even do Karaoke, 
in one easy to use 
program." 

Everyone 
loves karaoke, 
but the process of 
getting karaoke 
files has always 
been difficult. ARIA 
solves that prob¬ 
lem by including 
the ability to pur¬ 
chase karaoke files 
directly within the 
ARIA software, as 
well as the mobile 
ARIA Karaoke apps. Now you can easily get 
any karaoke song you want for your home 
computer or while on the go with your 
Android™ or iPhone™ mobile device. 

The American Idol™ craze has waned a 
little, but the desire for people to sing their 
favorite songs for fun, or future stardom, 
will never change. ARIA Karaoke for mobile 
phones is the only complete professional 
solution when it comes to mobile Karaoke. 
The sound quality and ease of use make it 
the only choice in the mobile app market¬ 
places to get true karaoke performance right 
in the palm of your hand. Now anyone can 
practice, sing-a-long and be the star. 

ARIA's interface design is not crowded 
and confusing, it simply works and has the 

right feature set 
to make it ac¬ 
cessible to users 
of all ages. The 
layout of most 
DJ only applica¬ 
tions is quite 
complicated so 
ARIA's focus was 
always sound 
quality and ease 
of use. It does 
not matter what 
the software 
can do, if most 
people cannot 
figure out how 


to use it right away. 

ARIA entertainment software for Mac and PC 
features: 

■ Three modes to choose from, makes 
it fun for the whole family. Karaoke 
Mode, DJ Mode and Scratch Mode. 

■ DJ mix music and or music videos 
with automatic beat matching. 

(Makes sure the music you mix is 
in-sync.) 

■ Simple interface. (ARIA is designed 
so everyone can use It right away.) 

■ Built in access to purchase karaoke 
music, simplifies the thing that 
most karaoke enthusiasts do not 
like, building a karaoke library! 

■ One click record feature so you can 
listen to your DJ music mixes or 
karaoke performances whenever 
you want. 

■ Plays all the popularaudio and vid¬ 
eo file types: MP3, AAC, Ogg Vorbis, 
WAV, AVI, MP4, etc. 

■ ARIA Karaoke is available as an 
Android music application, or an 
iPhone music application and 
features: 

■ Easy to read lyrics on screen. 

■ Great sounding karaoke songs. 

■ Built in Karaoke Locker™ access, to 
select from over 12,000 karaoke 
song library. H 


www.ariaparty.com 
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HYBRIP 101 inc/Mdes; 

* 1K USB MIDI Mixer ONE 

• 3 ing-le decK MIDI «?ntroliers 
Re/: KONTROL ONE 

■ 1X Flight case 

* 5x USB cabte- 

• 1 DC Adaptor for MtXER 0J4E 




Fully Digital 4-De:ck Control 

✓ uSb midi 4-Deck DJ ConiroiterSystem 
*/ High resolution, touch-sensitive jog wheels 
v' Kontrol Qne units can be used individually, or daisy chained tor direct access to 4 decks 
tV Mixer One unit provides Channel Select switch to easily control 4 separate channels 
✓ Included flight case provides lor easy transport and mobilily o1 entire unit 
✓ utiliied for complete 4-(ieck control of digital DJ software like Traktor Pro 
✓ Package includes 4 k Kontrol One, i x Mixer One, Flight Case, 5 x J3B Catle, and DC Adapter 
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* 0JM-30B p rovides integrated d ual USB atUhClcaids h tiB^^iill' 
1^5^ Ufuital DJ sottwarg 

^ 2 X Kontrol ones providg direct control over two decks in digital DJ 

softvrare (expandable up to 4 decks) 

Blend digital and analog sources with the DJM-303's integrated dual soundcard 
and RCA inputs (CD S. Phono) 

Utilized lor DJs who want to simultareously have digital and analog connectivity 


HYBRID 303 includes: 

• 1 X Digil-ai DJ Mixer with 2 USB SouncPcard. Ref; DJM-303 

• 2 X Midii Controllers with access to 272 nnidi messages. Ref: KONTROL ONE 
■ 1 K Flight Case 

< 4 X USB Cables 

• 1 X DJ Software: Deckadance LE 


TRnKTDR PRO 

CONTROLLER IIM A BOX 


Thei-y finE itenrscdn be found Jtthe following authorized ret(iileri,and online stored. 
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Capturing Photo Fun 

WHETHER YOU GO “RETRO” OR EMBARK ON AN “EVENTURE,” FANTASY 
ENTERTAINMENT’S PHOTO BOOTHS CAN TAKE YOUR BUSINESS TO NEW PLACES 


remember as a kid going to 
the local K-Mart store and 
sitting in one of those photo 
booths with a curtain. My friends 
and I would make goofy faces and 
get a little strip of photos with 
us on them. Well that novelty is 
back, better than ever, as mobile 
photo booths are showing up 
everywhere, including weddings. 


Recently, at M6LVXX, I had a chance to 
meet with Scott Cavanagh, product line 
manager of Fantasy Entertainment. 

Fantasy Entertainment has been 
in business since 1995, 
starting with 15 units 
and now operating nearly 
2,700 coin-operated 
photo, portrait, and sticker 
kiosks throughout the 
United States. 

HARDWARE 

Fantasy Photo Booths are 
fuily customizable booths 
with interchangeable exterior 
end paneis, side posters and 
customizable graphics on the 
products outputs. There are two 
different booths available for 
mobile DJs: the Retro and the Eventure. 
The Eventure is designed for a single op¬ 
erator and transports easily in any vehicle. 
The Retro is a largertype, which must be 
transported by van or SUV because it is 
designed to travel horizontally. 

Set-up and transportation are critical 
to successfully using a photo booth.The 
Eventure is a lighter and smaller unit, thus 
it can be assembied by one person. For 
my demo, complete set-up and tear-down 
took about 15 minutes each, it coliapses 
down to two very easy-to-move units 
in weil-buiit road cases. The Retro iooks 
like a traditionai photo booth, which I 
thought was really cool. It also sets up 
in just a few minutes and is totally self- 
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contained. Construction is high-quaiity ail 
the way through; Fantasy Entertainment 
products are manufactured in Salem, New 
Hampshire, USA. 

SOFTWARE 

Both units come with the Fantasy's V.I.P. 
technoiogy, the initials standing for Video 
- Internet - Photo. This revolutionary soft¬ 
ware allows the guest to record a 30-sec- 
ond message before their photo is taken, 
and while the photos are being taken, the 
video rolls on, capturing a little more emo¬ 
tion before the photo. Once the videos are 
recorded and the photos are taken they 



BY MARK EVANS • 


can be made available online if you set 
up the option. If you have wi-fi available, 
the photos and videos are available right 
away, but if you don't have access to the 
internet on the spot, all the videos and 
photos are recorded and ready to upload 
when you get back to the office. On each 
print there is a special code that can be 
typed in on the website to get larger pho¬ 
tos and the full video. On the website you 
can create a page for the event where your 
bride and groom or party person can log 
in to see all the photos and videos taken 
at the event. This was the one area that 
impressed me most, as it was so easy to 
set up and not only looked great but it 
also goes right to social media sites such 
as Facebook and Twitter. 

Both the Retro and Eventure units 
are available with either ink-jet or dye 
sublimation printers."Dye sub" printing 
provides "continuous color," which gives 
the photos a crystal-clear image. An ad¬ 
vantage of the inkjet printer is the ability 
to print out portrait style photos with vi¬ 
gnettes or other backgrounds. 

Software is really an important part 
of getting a photo booth. It must be easy 
to use and also very flexible. The software 
that comes with Fantasy photo booths is 
both. It is very easy for anyone to use but 
also allows you to develop your creativity 
with a variety of features, such as back¬ 
grounds, headers, footers and much more. 

Photo booths are a developing 
trend in add-ons for mobile DJs; you 
can still take advantage of the fun fac¬ 
tor these units can add to just about any 
event. Fantasy Entertainment's Retro and 
Eventure models are high-quality tools 
you can use crack open a new income op¬ 
portunity with your clients. B 


www.fantasyent.com 


Mark Evans (www.cijmarke.com) has been DJing since 
the late '70s ar^d is a founding member of the Michigan 
Chapter of the ADJA. He is aiso a long-time moderator in 
the MobiieBeatCom forums. Besides performing, Mark is 
an accomplished graphic designer and video editor 
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...AND Apricot. Atomic Tangerine ~ Bittersweet Brown. Burnt orange. Carrot orange. Champagne, Coral, Bark salmon. Deep 
Carrot ORANGE. Flame. Gamboge, Gold, International orange, Mahogany, Orange. Orange Julius, Orange-red, Orange peel 
Orange whip. Papaya whip. Peach, Peach-orange. Peach-yellow. Persian orange. Persimmon, Pink-orange, Portland Orange. 
Princeton orange. Pumpkin, Oust, Safety orange. Salmon, Sunset, Iangelo, Tangerine 
Tea rose, Tenne. Tomato and Vermilion, PLOS around 1,669.960 other colors with 

equally strange names. I MEAN REALLY... WHO THINKS THESE UPP 
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Don't sweat the first dance. MegaSeg is built from the 

ground up fur superior stability and ease of use. With MegaSeg s 
wave viewer, music video, ambient visuals, request lists, and 
powerfui library features, your next event will be a breeze. 
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With 10 watts of LED power shooting 
out red, green, blue and white beams, 
American DJ's new Vio Series fixtures 
have been called"moonflowers on 
steroids.'These bold new DMX club ef¬ 
fects—the VioMOON LED, VioSCAN LED 
and VioROLL LED—can fill rooms or dance 
floors with powerful output that goes 
beyond the brightness associated with a 
typical moonflower. 

The secret behind the Vio Series 
moonflowers'strength and intensity is 
American DJ's exclusive new Quad LED 
lamp technology. Each of the three fix¬ 
tures is powered by a large, high-output 
10-watt homogenized LED source that's 
comprised of four different color LEDs 
{red, green, blue and white) in one lamp. 



All of the Vio Series fixtures share this 
revved-up moonflower performance. The 
VioMOON LED is a classic moonflower ef¬ 
fect, while the other two are scanners with 
X-Y movement, the VioSCAN LED featuring 
a flat scanning mirror, and the VioROLL 
LED utilizing a barrel mirror to produce 
tunnel-shaped beams. 

The Vio moonflowers also offer 
premium features such as: 1.8“ stepper 
motors with microstepping; a 4-button 
menu display for navigation through DMX 
settings; and lEC AC In/Out on the rear 
to daisy chain power. Additionally, they 
include 0-100% dimming, a strobe effect 
and manual focus.They can be controlled 
via DMX, analog controller, sound activa¬ 
tion and master/slave operation. When 
four VioSCAN LED or VioROLL LED units 
are linked together master/slave, they fea¬ 
ture a Pan/Tilt Inversion Mode where scan¬ 
ners 1 and 3 will sync opposite scanners 
2 and 4, giving the look of a programmed 
light show. 

www.americandj.com 


M y DJ system was 

wired for disaster! 
The cables and wires 
had been fairly organized at 
one time, but recently I'd nearly 
blown a fuse as I shocked myself 
while rooting around in it. 

So, as I took corrective action, I 
thought a "dummy's guide" to re-wiring 
your DJ system would make for interest¬ 
ing reading.Turns out it's a rather tedious 
process, so I had to turn up the gain on 
ancillary information and throw in a few 
puns just for fun. Thinking there might 
be other"dummies"like me I humbly 
volunteered my system, with its humili¬ 
ating spaghetti of cables and wires, for 
the chronicled transformation. I asked a 
couple friends for help, and their follow¬ 
ing recommendations are grounded in 
decades of experience. 

IT'S NOT ROCKET SURGERY 

My first stop was at the Apex Music 
Store in San Diego (www.apex4me. 
com). Steve Olsher, the owner and sound 
sage, enthusiastically agreed to help me. 
Olsher literally grew up in music retail, 
his parents having started Apex in 1952. 
Known to his loyal customers as"SteveO," 
you'll often find him, like Norm on Cheers, 
perched on a stool inside a point of pur¬ 
chase arbor sales area answering phone 
calls with an energized''\ can try to help." 

Let me be candid; My capacity for 
anything electrical is extremely limited. 

I could never grasp the water pressure 
through the hose thing of the watts, 
volts, amps, and still really don't. SteveO 
says I'm not alone: "95% of DJs and 
musicians are 
not technically 
oriented—they 
are artists...Most 
DJs aren't going 
to cut and solder 
wires." In contrast, 
he says he "can 
build a sound sys¬ 
tem from hell, but 
wouldn't know 
what song to play 
next." 

We ar¬ 
ranged to meet 
after hours in 
his showroom. 

It happened to 


be while San Diego was experiencing a 
"Santa Ana" a weather condition when 
hot dry winds blow down the mountains 
and superheat southern California. It was 
one of the hottest days of the year, nearly 
100 degrees—in November! We decided 
to pull an all-nighter to avoid the heat. 

First we emptied everything out of 
my case and neatly laid out all the wires 
and cables. SteveO then threw out all my 
red corrugated tubing I thought looked 
so modern. Next we took an inventory 
and started bundling complementary 
wires and cables together with cable ties, 
making sure to separate power A/C ca¬ 
bles from audio cables to avoid possible 
alternating current noise. SteveO rec¬ 
ommends separating audio and power 
cables by at least one foot. 

Next we decided on a new power 
strip / surge protector. SteveO warns 
against so-called power conditioners 
(power strips with lights) "they may not 
condition anything and give you a false 
sense of security." DJ Bill Fitzmaurice {in 
djforums.com) agrees: "The best bet is a 
surge protected power strip that's rated 
for enough amperage to handle the load 

(of your system). As 
for'conditioners', 
they're a complete 
waste of money, 
good gear already 
contains all the'con- 
ditioning'you need." 
Amplifiers should 
never be plugged 
into power strips 
- they need to be 
plugged directly into 
an AC source. 

Audio cables 
have protective wire 
shielding, which 
comes in two types; 
braided wire and 
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woven wire with strands that wrap around 
cables iike most mike cabies, according 
to SteveO. Wikipedia further explains that 
"wire shields...reduce electrical noise from 
affecting the signals, and...electromagnetic 
radiation that may interfere with other 
devices..." 

Up to this point I'd been plugging my 
XLR cables directly into my mixer. SteveO 
says it's easier to fix cable problems with 
remote jacks located on the outside of the 
case. He explained that hanging my speak¬ 
er cables from the mixer can damage the 
mixer {like a ring of heavy keys can dam¬ 
age your car's igni¬ 
tion). "The last thing 
you want is to have 
to take apart the 
mixer and re-solder 
the connectors," says 
the sound sage. This 
actually happened 
to my mixer and 
also, ironically, to my 
car's ignition. 

Finally, we 
neatly tucked all my 
cables and wires 

away and bolted all my equipment back 
into the racks just in time to see the sun 
rise. I thanked SteveO for his advice, and 
his help. 

So, my system is again in good health, 
ready for the next gig. That is, until the 
next new piece of equipment "needs" to be 
added or, heaven forbid, a problem. 

CABLE COUNSEL 

From warm southern California I next 
contacted my friend Ben Stowe, owner of 
NLFX Pro (www.nlfxpro.com) in Minnesota, 
where the weather featured all of 16 de¬ 
grees with a 6-degree 
wind chill factor. 

Weather that cold 
hertz. 

Stowe, like 
SteveO also grew up 
in retail, actually in 
a TV repair shop. In 
1994 he opened his 
sound and lighting 
store in Bemidji, MN, 
home of legend¬ 
ary lumberjack Paul 

Bunyan and his blue vj 

ox. Babe. 

I asked his opinion about cables, and 
in particular, gold tip connectors. Are they 
were worth the extra money or are they 


Get [Re]Wire 



I - 


A DIMWIT'S GUIDE TO REWIRING A DJ SYSTE 


' » 




just hype? Stowe says we should be more 
concerned with the quality of the cable: 
"Taking a cheap, poorly constructed, low- 
tolerance cable and putting gold plating 

on it is like putting a 
Band-Aid® on a 16" 
cut." (Wow. That also 
hertz.) 

Historically 
speaking, Stowe 
says "The 1 /4-inch 
connector, invented 
in 1878, was never 
designed for speak¬ 
ers. It was originally 
intended for tele- 
phones.,.there's very 
little contact surface 
area,There's no reason to ever use this 100 
year old technology." 

"Speakon connectors, invented in 
1997," he continues, "are the better choice 
for speakers and long cable runs. The con¬ 
nector's push-in and twist-lock is totally 
idiot proof and wears better than the other 
connectors." He adds that 1/4"jacks are 
also easily knocked out, another reason he 
doesn't recommend them for DJ systems. 

And what about my favorite cables, 
XLRs? "XLR cables are more commonly 
used for powered speakers and micro¬ 
phones and are also idiot proof,"answers 

Stowe, "whereas RCA 
connectors are more 
often used in home 
TV sets (and for vid¬ 
eo) but are still found 
in most DJ equip- 
ment."The bottom 
line is that"balanced 
cables are always 
better for long runs 
without signal loss." 

So there you 
have it; a cable co¬ 
nundrum solved and 
some good advice 

on kinds of cable to use. Now go get (re?) 
wired! 
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Mike Ryan started out writing for 
news radio, and has been a SoCai 
DJ on KGB and KSDS. He mobiles 
as Mike on the Mike. He is also the 
inventor/owner of Frankenstand 
Powered Speaker Stands. He is 
currently the president of the San 
Diego Chapter of the ADJA. 
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Guerrilla Caring 

HOW DO YOU SHOW YOU CARE^ JAY COUNTS THE WAYS 



A ll business owners care about their customers, 
but guerrilla marketers prove they care. 

Here are twenty ways that they prove it. 

It's very easy to care about your customers, but unless you take 
steps to show them that you care, they might be wooed away 
by a competitor. Your marketing can say all the right words and 
tell customers how important they are to you. But you've got to 
prove your dedication to customers—and prospects—by taking 
concrete steps beyond mere words. 

Guerrillas know that there's a world of difference between 
customer care and customer attention. Many companies lavish 
attention upon their customers, but only the guerrillas excel at 
caring and know how to make customers feel sincerely cared for. 
Here are twenty ways that they do it: 

1. Prepare a written document outlining the principles of your customer 
service. This should come from the president, but everyone should know 
what it says and be ready to live up to it. 

2. Establish support systems that give clear instructions for gaining and 
maintaining service superiority. They help you out-service any competitor 
by giving more to customers and solving problems before they arise. 

3. Develop a precise measurement of superb customer service and reward 
employees who practice it consistently. Many will, if you hire people who 
really want to render great service and don't just do it because they should. 

4. Be certain that your passion for customer service runs rampant 
throughout your company and not just at the top. Everyone should feel it. 

5. Do all that you must to instill in employees who meet your customers a 
truly deep appreciation of the value of customer service. They should see 
how this service relates to your profits and to their future. 

Jay Conrad Levinson is the author of the modern business 
dassic, Guerrifia Marketing, which has become a landmark 
book in 62 languages. Smaft and farge businesses alike 
have applied the principles ofGuerrilia Marketing because 
of their simpiicfty, common sense, and proven track record. 

20 million copies ofGuerrilia Marketing books have been 
sold worldwide, and the many universities nowinciude the 
concept in their MBA programs. 


BY JAY CONRAD LEVINSON • 


6. Be genuinely committed to providing more customer service excel¬ 
lence than anyone else in your industry.This commitment must be so 
powerful that every one of your customers can sense it. 

7. Be sure that everyone in your company who deals with customers pays 
very close attention. Each customer should feel unique and special after 
they've contacted you or been contacted by you. 

8. Ask questions of your customers, then listen carefully to their answers. 
Ask customers to expand upon their answers. 

9. Stay in touch with your customers. Do it with letters, postcards, news¬ 
letters, phone calls, questionnaires and, if you can, at trade shows. 

10. Nurture a human bond as well as a business bond with customers and 
prospects. Do favors for them. Educate them. Help them. Give gifts. Your 
customers deserve this kind of special treatment. 

11. Recognize that your customers have needs and expectations. You've 
got to meet their needs and exceed their expectations. Always? Always. 

12. Understand why successful corporations, such as 3M, define service as 
"conformance to customer requirements."This means that true guerrilla 
service is just what the customer wants It to be. Not easy, but necessary. 

13. Keep alert for trends, and then respond to them. McDonald's operates 
under the axiom, "We lead the industry by following our customers." 

14. Share information with people on the front line. Disney workers meet 
regularly to talk about improving their service. Information-sharing is 
easier than ever with new communications technologies. Share informa¬ 
tion with customers and prospects by having a website that is loaded 
with helpful data. More and more, this is becoming mandatory. 

15. Because customers are humans, observe birthdays and anniversaries. 
Constant communication should be your goal. If you find an article in the 
media that will help a customer, send a copy of the article to that customer. 

16. Consider holding "mixers" so customers can get to know your people 
better and vice versa. Mixers are breeding grounds for human bonds. 

17. Invest in phone equipment that makes your business sound friendly, 
easy to do business with, easy to contact and quick to respond. Again, 
technology makes this easier than ever. Along with phone equipment, let 
customers know they can contact you by fax and e-mail. 

18. Design your physical layout for efficiency, clarity of signage, lighting, 
handicap accessibility and simplicity. Everything should be easy to find. 

19. Act on the knowledge that what customers value most are attention, 
dependability, promptness and competence. They just love being treated 
as individuals and being referred to by their name. Don't you? 

20. When it comes to customer service, Nordstrom is a superstar, though 
Disney gives them a run for their money and Micsosoft is doing a bang- 
up job with their website. (Find it at www.microsoft.com/smallbiz.) The 
Nordstrom service manual is eloquent in its simplicity:"Use your good 
judgment in all situations.There will be no additional rules." ^ 

Guerrillas send postage-paid questionnaire cards and letters 
asking for suggestions. They fix the trouble areas revealed, and know 
well the relationship between proving their care and success. 



52 


MOBILE BEAT « MARCH £011 












Active E^Way ANiifessional Loudspeake 

F^aiur'^S: 

► 2 Channel Mixer Buiit’in with independent contrei 

► 2-Band equalizer for each channel 

► Superb digital DELAY with control y 

► 12" High Power Woofer 

► 1,34" Compres-sion Driver 

► Light Weight ABS cabinet 

► Plastic EZ grip handle 

► Sizg: 361 (W) X 303(D) X 570{hl) mm 

► Weight: 14kg 
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Inspiring! 

ELEVATE YOUR OWN THINKING 
AND UPLIFTTHOSE AROUND YOU 


BY PAUL KIDA, THE DJ COACH • 


"What? Me inspiring? I’m just a disc jockey, not a motiva¬ 
tional speaker! How can I be inspiring to anyone when i can 
hardly get myself out of bed each morning?" 

f any of these thoughts are running through 
your head, let me tell you right now that it is 
time for a mental readjustment to change your 
thinking. You CAN be an inspiration. If you can 
find a way to inspire yourself first, you can, in turn, 
inspire your fellow DJs, and also to your clients. 

First, let's define inspiration to get a clear picture of where we 
need to start and what we need to do. To begin with, to inspire 
means to encourage, motivate, uplift, invigorate and energize. 

All of these are positive actions that will help us to go forward. 
The hard part is just getting started. I think most of us tend to put 
things off until tomorrow when it comes to working on our own 
personality or ourselves. 

OPEN YOUR EYES 

So what can we do? To begin with, we need to make an honest 
self-examination of who we are and where we want to go. It's 
very easy to get stuck in a rut or become downhearted when 
we must face adverse circumstances, whether they are personal, 
economic or business related. However, if we look honestly at our 
situation, we can begin to make the necessary changes and give 
ourselves the needed motivation and encouragement. 

It might sound silly, but one of the best ways to get started is 
to take a long look at yourself. Take a look in the mirror and actu¬ 
ally tell yourself what your weaknesses are. Is it procrastination, 
lack of self-confidence, or is it that you are discouraged due to a 
lack of bookings? Is this lack of bookings due to your own work 
ethic or are they due to the general economy? Figure out which 
things you can work on yourself and which things are simply out 
of your control. Whatever is causing you concern, get it out in 
the open. Now you are ready to do whatever it takes to inspire 
yourself. 

As I said before, inspiration is encouragement that leads to 
motivation. Keep on looking in the mirror and say out loud, "I am 
beating this! I am energized! I have a positive mental outlook! I 
am succeeding with my goals!" By using this form of self-accla¬ 
mation, your thought process can move out of that rut that it's 
stuck in. Once your mind and spirit are uplifted, you will be able 
to move forward. Continue to use this process at the start of each 








day and soon you will find that you have truly inspired yourself to 
new levels of achievement. 

With this new feeling of invigoration, it will be much easier 
for you to keep seeing things in a positive light and keep your 
mind fresh, even during times of disappointment or stress. For 
instance, if you are making calls from a bridal fair list that you 
attended and you are not getting a lot of good responses, how 
does that make you feel? Do you just give up and say to yourself 
that it is a waste of time? I'm sure that we have all heard from 
different sources that every "no"we hear just brings us closer to 
a "yes." In a perfect world, each time we get that "no," we would 
hang up, put a big smile on our face and say,"The next call will be 
a yesl'That would be great if we could all do that, but the truth 
is that we don't live in a perfect world and sometimes we do get 
depressed, lack confidence and get downhearted about certain 
situations. There is no need to put yourself down if this does not 
come naturally, but it also does not mean that you should give 
up! This is the time to work on inspiring yourself and striving to¬ 
ward that perfect world.Take a step back, put that smile on your 
face and say to yourself,"! will get that yes! I will not give up! I am 
energized and confident to book my next client!"This is what it 
means to inspire yourself to a 
higher level of achievement 
and accomplishment. 

DON’T SELL...INSPIRE 

Moving on, ask yourself if it 
is easier to sell to your clients 
or is it easier to inspire them 
to choose your services'? 

Personally, I don't like "selling" 
to my clients, and I don't con¬ 
sider myself to be a good sales¬ 
man, even though I know it is 
a necessary part of this busi¬ 
ness. One thing that I do is tell 
each prospective client is this, 

"Rather than simply sell you on 
my services, I want to Inspire you to have the best wedding recep¬ 
tion possible no matter who you choose for your entertainment. 
Choose someone who matches your own personality, and will 
follow your wishes and offer suggestions to you to make your day 
exactly as you want it to be." Not only does this help break down 
the salesman perception, but it also opens up the avenue to make 
a greater impression on your clients that you are not desperate to 
make the sale. It makes it easier to begin the education process 
about what a true professional DJ does and the value of your 
services. It shows the difference between us and the ones that are 
out there to just make a quick buck. 

Take the time to let the prospective client see your commit¬ 
ment to your craft and that you offer a valuable service that can 
mean the difference between a dream-come-true reception and 
an unforgettable nightmare. Let them see the passion you have 
for what you are doing—that this is not just another job, but 
something you believe in. Show that you will make an emotional 
investment in doing your best to make the client look good. 

There are very few people today who can say that they love their 
jobs. If we can convey our love and passion for what we do, this 
can be an eye-opening and inspirational experience for the po¬ 
tential client. Instead of simply selling them on your services, you 


are taking them on an emotional drive through their event using 
humor, love, and touching moments of their courtship and family 
through the years. You are inspiring them to believe that you are 
the only one that could possibly accomplish this story on their 
day. Albert Einstein wrote, "Imagination is more important than 
knowledge." Beyond simply sharing facts about your company, if 
you can get them to really visualize how remarkable and different 
their event will be with you as the entertainment, this will seal the 
deal. You haven't just "sold"them on your services, but you have 
inspired them to choose you! 

PROPELLING YOUR PEERS UPWARD 

While we want to be an inspiration to our clients, we can't forget 
about our fellow DJs. I know that those of us who are involved 
with giving seminars, writing books and articles, and providing 
DVDs and other instructional information do so because we want 
to share our knowledge to inspire our fellow DJs to become bet¬ 
ter. Personally, I feel that if only one person has been encouraged 
or helped through one of my articles or seminars, then it has been 
worth all of the effort put into it. When I receive a "thank you" or 
"Job well done," it inspires me to do better. 

You can be an example 
to others through your ethi¬ 
cal conduct and willingness to 
help. Extend your assistance to 
other DJs who may be less ex¬ 
perienced than you. If you are a 
part of any organization, be in¬ 
volved! As Sir Winston Churchill 
expressed,"We make a living 
by what we get. We make a life 
out of what we give." Do not 
hold back in your sharing of 
knowledge and experience. You 
may be the catalyst in helping a 
fellow DJ rise to new levels and 
be the inspiration they need to 
energize their lives and careers. 

The next time you hear yourself say, "I'm just a DJ,"stop and 
think! You are not "just a DJ"—you are an important piece of a 
larger puzzle. You are in a position to motivate yourself, your cli¬ 
ents and your peers. Continue to inspire yourself as you move to 
new levels, pushing past all obstacles that may arise. Be an inspi¬ 
ration to your clients as you create with them a most memorable 
event. Finally, do everything that you can to inspire your peers to 
be the best that they can. Encouraging one another to reach for 
new heights will strengthen our industry and change public per¬ 
ception of all that we do. You will create a better life for yourself in 
all areas, as well as those whose lives you touch. B 

Please send any comments on this article or suggestions for future 
articles or questions to djcoach@mobilebeat.com. 

Paul Kida, The DJ Coach, is a founding 
member of the Colorado Disc Jockey 
Association. He owns JAMMCATTS DJ 
Entertainment (www.jammcattsdj.coml 
and is a regular speaker at Mobile Beat 
DJ Shows. 


If you can get them to really 
visualize how remarkable 
and different their event will 
be with you as the entertain¬ 
ment, this will seal the deal. 
You haven’t just “sold” them 
on your services, but you have 
inspired them to choose you! 
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Rise of the Machines 

THERE’S TROUBLE ON THE HORIZON. 

IT'S THOSE DARN MPSS AGAIN 





BY MARK JOHNSON 


n days gone by, being a mobile DJ was 
the result of a whole ton of work before 
you could perform for your first event. 

You had to acquire your equipment, make sure that it was durable 
enough to be carried around and set up and broken down, night 
after night. You soon found that the better equipment cost more 
than generic amps and speakers, but also that those investments 
would pay off over the long haul. 

You made sure that it all worked together, despite the fact that 
you had a mixer from one company, an equalizer from another, a 
power amp from a third, and speakers from a fourth. No single com¬ 
pany conveniently made the fu ll sequence of equipment. Adding 
in the microphones, headphones, connecting cables and speaker 
cables and you created a finely tuned system capable of rocking 
the house til the break of dawn. When it came to lighting, as long as 
you had the spare electricity, you could load up with whatever ef¬ 
fects suited you and your clientele. 

But the sound and lighting equipment was easy when com¬ 
pared to the original number one barrier to anyone becoming a 
mobile DJ:The music. 

Way back when, amobileDJwasa separate breed of record 
buyer. We weren't necessarily record collectors nor were we afflu¬ 
ent regular persons accumulating a large collection of vinyl. We 
bought records because we could use them to entertain our clients. 
There was a definite effort to learn what to buy, where to buy and 
of course, drive there and actually purchase the vinyl. Whether they 
were 45s, 12"singles or regular albums, it was a lot of work. We also 
bought more than we would personally care for, as we intended to 
be everything to everybody. 

CDs became a welcome antidote to the drudgery of vinyl ac¬ 
quisition. As a bonus, by the time they were readily available, there 
were thousands of CD compilations, both retail and DJ-specific that 
would optimize your portable collection for carrying the hits people 
wanted to hear. There were never as many vinyl compilations as 
there are on CD, 

Cassette tapes were a mechanical step backwards but allowed 
the collection on each tape to be highly customized. CDRs and 
other digital media ended up killing the cassette tape advantage. 

Regardless of the physical media, your collection of music was 
the first thing you would have saved if the building caught fire. You 
could always visit the equipment store and max out a credit card 
to replace all of the equipment. But the music also represented an 
incredible TIME investment. 

So MP3s have leveled the playing field. What has been herald¬ 
ed as the biggest step forward in music portability has now become 
our worse enemy. I don't know anyone who had a vinyl record 
copier. CD's were initially not copyable and when they became so, 
there still was the physical effort and weight. 

Today, the effort required to build a 5,000-song collection is 
not nearly as great as it used to be. What teenager DOESN'T have 
2,000 songs in his back pocket? DJs no longer have an exclusive on 



music collections. 

Now someone 
with a laptop full of 
songs and a pair of 
powered speakers can 
call themselves a DJ. 

We've all lamented the 
"do it yourself" mentality 
of many previously po¬ 
tential clients who choose 
instead to utilize an iPod 
to playing through a house 
sound system. 

Well, I've stumbled 
upon something even more 
worrisome. As I was reading Craig's List for DJ ads, I came across sev¬ 
eral enterprising individuals who rent a complete DJ sound system 
with music for $100 for a 4 hour party. Seems that now all the client 
needs to do is simply assign someone to baby sit a sound system 
and they can save a bucket of money. 

Sure, Joe Schmoe fiddling with a bunch of unfamiliar buttons 
will never be a real threat to our professional level of performance 
and music selection. But it's one more illustration of the general 
public moving towards doing it themselves. Where's Greyhound 
when we need it. ("Leave the driving to us.") 

So now the human has been removed from the equation and 
it's come down to renting the equipment and music. I spoke with 
one of the enterprising individuals and he is also a DJ. He had re¬ 
ceived inquiries about parties and events that didn't really need a 
human DJ. After some consideration, he realized that he would pro¬ 
vide everything except the DJ and the client would run everything. 

He's simply a phone call away should anything go wrong. He 
is a single operator mobile DJ and realizes that he takes a little roll 
of the dice when he's tied up at a real wedding and one of his other 
systems is at another party. He feels that the dozens of successful 
uses of his human-less system warrants the possibility of a failure. 
After all, those parties are not a weddings or school dances, so they 
could even continue without a sound system, if necessary. 

It's a $100 gamble. But it's a much larger illustration of where 
our client's heads could be regarding music for smaller parties. The 
big DJ system with the personality may not be necessary anymore. 

The subtitle of the third Terminator movie was The Rise of the 
Machines. I know a local DJ who's been also renting jukeboxes for 
many years now and is currently franchising MP3 jukeboxes. There 
is definitely a major shift towards the DJ-less event, both in hard¬ 
ware, music and attitude. Good thing the general public doesn't 
read this magazine. 



For over a decade, Mark Johnson has offered his insightful and often incisive perspective 
on issues of importance to mobile DJs here in Reality Check. Fiis articles grow out of his 
own experience and observations of other DJs. Always providing an alternative view, his 
views are informed by a wide knowledge of the entertainment technology field and the 
professionals who work in it. 
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CONTACT MOBILE BEAT SALES AT 
OR EMAIL 

FOR ADVERTISING INFORMATION 


COMPANY 

WEBSITE 

phone""^B 


All the Right Moves Danced DJ Competition 

www.alltherightmovesdancedj.com 

- 

37 

American Audio 

www.americanaudio.us 

800-322-6337 

3 

American DJ 

www.americandj.com 

800-322-6337 

60 

ArmDJs4.0 

www.armdjs.com 


45 

Blizzard Lighting 

www.blizzardlighting.com 

m 

49 

CHAUVET 

www.chauvetlighting.com 

800-762-1084 

7,23 

CheapDJGear.com 

www.cheapdjgear.us 

330-494-2100 

27 

Creative Imagineering 

www.gameshowmania.com 

800-644-3141 

57 

Den on DJ 

www.denondj.com 


17 

DigiGames 

www.digigames.com 

888-874-8427 

19 

Divine Lighting 

www.divinelighting.com 

877-406-4557 

11 

DJ Crash Course 

www.djcrashcourse.com 


31 

DJ Intelligence 

www.djintelligence.com 


41 

DJ-Tech 

www.djtechpro.com 

- 

47,53 

Eliminator Lighting 

www.eliminatorlightingdirect.com 

330-494-2100 

43 

ERG Music 

www.ergmusic.com 

800-465-0779 

37 

Fantasy Entertainment 

www.fantasyent.com/mobilebeat 

800-933-2682x177 

43 

IDJNOW 

www.idjnow.com 

631-321-1700 

39 

LightShop 2011 (Synergertlc Consulting] 

http://scincorporated.com/lightshop 

215-633-1200 

25 

MB Smartphone App 

http://mobile.mobilebeat.com 


35 

MB's Greatest Hits 

www.mobilebeat.com 

•m 

45 

MegaSeg 

www.megaseg^com 

• 

49 

Mojo Photo Booth 

www.mojophotobooth.com 

888-484-6656 

41 

Music Trends 

www.musictrends.com 

888-621-3535 

21 

Pioneer DJ 

www.pioneerdj.com 

- 

2 

Planet DJ 

www.pianetdj.com 


35 

ProDJ Publishing - PSWCDT Book 

www.mobilebeat.com (dick "Bookstore") 

800-257-7635 x0 

57 

Promo Only 

www.promoonly.com 

407-331-3600 

59 

QSC 

www.qscaudio.com 

- 

15 

Rane 

www.rane.com 


13 

VocoPro 

www.vocopro.com 

800-678-5348 

9 

Yamaha Corp. of America 

www.yamaha.com/livesound 

- 

5 



9Js».KJs...Mow yoj/can offer compleie 
show production5 witFi this ixciting 
9 w nie rt arFiin-e nt system! 

OnsmJ 


— Digital Scorekeeping & Souna Effects 

— Bhvfrggfe iockoui 
“ Haggeti and Periatfe * Quick Set Up 

— Use Oar Games or Design Y&ur Own^M 

Manuiactjred ard distriDuied by Croaiivc imagine^ring 
41153 SW 47th Avenue, #f46; H. Lauderdale, FL 333U 

800-644-3141 954-316 eooi 

Fa* 954-316*6005 i wrtrw.gamesnowrtiaiiia.C'Cirti 

Watisi Baka amt aur ecaaomicaf 
femi-Game Siiow Sysl^mt tool 


SONETHING 
ECAN 
DANCE 



PARTY JUST 4 FUN 
l970-PKESEr<lT HIP HOP 
REGGAE LAT[E YOUTH 
VINTAGE GROOVES Cl 
ROCK NEVV WAVE MODERN 
ROCK CHRISTIAN FAST 
COUNTRY SLOW COUNTRY 
SLOW SONGS 1955-PRESENT 
LIFETIME LOVE BIG BAND 
AMERICAN SONGBOOK 

Updated annually and entering its 2nd 
decade (1st edition, 1997) this book/CD- 
ROM set IS packed with essential song 
information for DJs, compiled by Mobile 
Beats resident niusicologist, Jay Maxwell. 

PLAY SOMETHING WE CAN DANCETO 
features essential song lists (see categories 
above) sorted by Title, Artist, Category. 
Year and BPM, along with 2 dozen of Jay's 
previous article'^ and lists as found in A16, 
all in a time-tested* easy-to-use 
spiral-bound format. 



TO ORDER 

I Co to www-niobi lehecJt. cen t 
2. Otck on Bookstore 
I SeafxYi ""Pkiy Something” 

4. Of ca!i 5 ! S-986-3300 ext 0 





















Hey! Watch Your Language! 


BY STU CHISHOLM . 


A s we begin a new year, many people use this 
time to take stock. We assess where we are 
by both looking back at where we've been 
and ahead to where we're going. If you're like me, 
you might also be tempted to look at the things 
that really irk you! It was while pondering such 
thoughts that the following things occurred to me... 

To my fellow scribes, authors and entertainers; "DJing" is NOT 
a word! Go ahead; use it in an MS Word document. See the red 
underline? Or send it in an e-mail with your spell-check turned 
on. It will suggest "ding" or "dying" instead. 

Not only is "DJing" not a word, but it's awkward, causing peo¬ 
ple to trip over the word rather than focus on the thought being 
conveyed. Your doctor doesn't say, "I was MDing at the hospital 
the other day..." Your professor doesn't complain to his wife how 
tough his day of PhDing went! "DJ"is a title, like MD, and is itself 
recognized as a word when spelled without periods {D.J., which is 
also proper, by the way). Such a word is an acronym, where each 
letter stands for a whole word; in this case, "disc jockey." LASER is 
also an acronym, standing for Light Amplification by Stimulated 
Emissions of Radiation, yet nobody says,"lasering." You can burn 
something with a laser, or aim a laser, or do laser welding or cut¬ 
ting. Similarly, you can be the DJ at an event, you can do DJ work, 
all of which sound better than "I was DJing a party." Better to say 
"spinning" or, better yet, "entertaining." 


Why is this important? Because we, as professional DJs, are 
considered authorities when it comes to communication. When 
you say "disc jockey," people think of three main things; music, 
personality and verbal skill. What you say, and how you say it, 
makes an impression. Similarly, how you WRITE it does, too! If 
you use non-words like "DJing" on your website or in your litera¬ 
ture (or articles?), it can have an impact on your credibility. 

Another stunning gaffe I noticed was in a professionally 
produced commercial on my local TV station. The spot was 
highlighting the launch of a new website that features stories, 
news and information showcasing the positive side of Detroit. 
(Something sorely needed.) Yet the voice-over said, "We'll look at 
where we've been and where we're at." 

Did you hear that? That awkward end of the sentence that 
sounded like "splat?" This is the first year English class mistake 
of ending a sentence in a preposition. I'm surprised that the 
scriptwriter, announcer or producer didn't catch the mistake. The 
proper sentence would read: "We'll look at where we've been and 
where we are." (Or even,"where we are now.") The difference is 
stark and obvious. 

I'm a firm believer that words are tools that we use to do 
a job, and that we are their masters rather than the other way 
around. That said, the rules we've set for their use aren't incon¬ 
veniences, hassles or traps; they're guidelines to make our com¬ 
munication clearer and more effective. Honing these skills, both 
verbally and in print, makes US more effective, and is the mark of 
the true professional. 

Until next time, safe spinnin', and happy 2011! H 
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For nearly 20 years, our subscribers have been 
telling other pro DJs that Promo Only is the best 
legal music and music video service. Period. 


The Industry's Most Complete 

t-' 

Source For Music & Music Video 


4lb7-331-3600 



Best Record Pool/ 

^ Promo Service 

2006,2007,2008 & 2009 


www.pronfioonly.com 

www.promoonly.com/introedits 
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Licensed for use by industry professionals. 

Proof of eligibility required. 
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Lighting the Future 


^TRAIMSFORmmiM; 

\ - _ yxn 


Take Your Performance To The Next Level With 


Sx 

3-y\fatt 
TRI LEDsl 


SPHGRION 
TRI LED I 


Sx 

3-Watt 
WH LEDs! 


DMX JVtodern Mirror Ball Effect 
• 5x 3WTRI LEDs (3-1N-1 RGB) 

• Beams Fill Entire RoomV m 


POIMT5 




Mo dern Mirror Ball Effect 
IB 5x 3W White LEDs 
3Beams Fill Entire Room 


7x ^ 
3-Watt 
TRI LEDs! 


IricludesiWireless 


DM) gHiqntoutputlUED}SIim Par Carf 

RGB) \ 

iQpjionaltWirelessjRemote Control 


RCfAl spTAvailable) 


{FLATiPARTRWAIsojAva liable] 


IncludesiWireless 


POINTS 



americandj^co " 

Check 41 jt video footage of the effects in action. Get Product Details fi- User Manuals, 
Join tlie ADJ Forums frADJ Advantage Program & Stay up-to-date with ADJ by signing 
up for the monthly E-News! 

Contact us today for an authorized American DJ Dealer in your area or a free 
catalog: 80D322.63B? / info r amerkandj.com 

©2011 Americjrt DJ* ■ Los Angeles, CA 90040 USA www.amertcandJ.corn ' Kerkrade,Netherlands www.americandj.eu 
’'Price & Specifications subject to change without notice. Dealer price may vary. Pricing in U.S. Dollars. 

Distributed in Canada by Sounds Distribution -Toll Free:SOO-26-SOUND ■ Local: &05-42a-'9062- www.soundsdist.conn 


Quality, Affordable & Reliable Products 
From A Company You Can Trust! 




























































